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GOOD S HO EWM AK ER S&S F OR 7 0 Y EA R S 


FOOT REST 
Offers 110 Spring Shoes at 


"391 


ALL GINGINNATI MADE 


Nationally 
Advertised 


Foot Rest does four important things for the lasting profit of their dealers: 


1. Combines high style and utter comfort in shoes for every woman. 

2. Makes all shoes in Cincinnati—shoemakers skilled in highest quality. 

3. Prices Foot Rests for high value and quick turnover. 

4. Advertises them year after year, in six great magazines for women. 
All our skill and resources are devoted to making this one line of shoes. Shoe 
by shoe and lot by lot, the greater value of Foot Rest Shoes is always evi- 
dent . . . 70 stock shoes, welts and littleways, backed by 70 years of con- 
scientious shoemaking. See Foot Rests before you buy! 


ROOMS 657 AND 814 + CHICAGO SHOE FAIR 


THE KRIPPENDORF-DITTMANN COMPANY 
CINCINNATI, OHIO . . . MARBRIDGE BLDG., NEW YORK 


FOUR-SPOT COMFORT 





_ 
. FOOT REST | 














THERE'S A FOOT REST SHOE EVERY WOMAN 
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CHEAP, cheap, the birdies sing! 
And all over the New Yorker shoes 
were offered for sale in the cheap, 
cheap and other grades. As one 
operator puts it: “It’s true I sell 
cheap shoes but I don’t sell cheap, 
cheap shoes, and so help me, my 


~ 
— 


poe. 
a eg HEAp 


eee 


‘distress’ price is $1.161—but if 
you make it a real big order, you 
can have it for $1.1444.” 

The most insurmountable hurdle 
at the Volume Shoe Manufacturers’ 
Show was the frozen $1.99 retail 


price level. 
* * —_ 


THE vast majority of shoe mer- 
chants in America know nothing, 
absolutely nothing, about the game 
of chiseling to a half cent advan- 
tage, as it is practised today in the 
cheap, cheap game. The terrible 
thing about such a gathering of 
lines is the fact that comparisons 
are sometimes dangerous. A sort 
of hysteria sweeps through the 
building, whispering “So and So 


was selling them at the old price,” 
and a minute or two later “that So 
and So cut his prices five cents 
more.” 

These same manufacturers who 
will shade prices below the cost of 
making, find themselves once a 
season “giving their life’s blood 
away?” Instead of getting the 
strength from gathering together, 
they actually get the weaknesses of 
being separated one from another 
by all powerful buyers who stick 
the knife in the weakest spot. 

We had occasion to ask one op- 
erator, who was selling shoes be- 


low cost, to be ultimately sold at 
$1.99, this pertinent question: “How 
many weeks a year do you oper- 
ate?” He replied: “Thirty-five.” 
“Well, we’re asking you—How can 
you take care of a 52-week over- 
head on a 35-week production and 
continue to sell shoes at below 
actual cost, competitively pushed 
down to the lowest and the cheap, 
cheap game?” 


[11] 


ANOTHER comment on the cheap, 
cheap shoe business is the fact that 
during the past ten weeks, when 
good shoes have been slow in sell- 
ing, one would almost think the in- 
crease in business in cheap shoes 


was one of the things that was tak- 
ing this trade away from the good 
stores. Strange to relate, that isn’t 
at all true. No shoes have been 
selling—high, good, cheap or cheap, 
cheap—indicating that there was a 
general apathy the country over on 
the part of people against shoes— 
and maybe other retail commodi- 
ties. This, if anything, is a fresh 
light thrown on the recumbent 
figure of a shoe manufacturer tram- 
pled to the ground by the restless 


foot of the “wolume” shoe buyer. 
* o a 


COMMENT of an individual mer- 
chant, who found himself lost in 
the “Never Never Land”: “It is in- 
evitable that fixed prices will re- 
duce the values in shoes in times of 
increasing raw-material prices and 
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everybody knows that in women’s 
shoes, particularly, there is mighty 
little value in the cheaper ones to- 
day.” 


BDEDICATED to the Shoe Buyers. 


They come from the country and they 
come from the towns 
They all join hands to beat the prices 
down 
As they go wandering ‘round and ‘round. 
As they go around once 
And they come around twice 
All they do is try to break the price 
As they go wandering ‘round and ‘round. 
—Roy Chenoweth 
* * * 


NEW YORK is the strangest of 
cities. Only three blocks away 
from Times Square is a mammoth 
slaughtering house—this on the 
waterfront—and the sheep from the 
far West are finally ferried across 
the Hudson to the foot of 40th 
Street. If you drive your car 


me 


through the street you will have 
to wait until the Judas goat leads 
the sheep, by the thousands, up 
the ramp, to finally appear (after 


mechanical processing) as lamb 
chops at the swankiest hotels in 
New York. 

We had a far-western merchant 
along with us who said that there 
is an amazing parallel between the 
sheep and sheep—animal and hu- 
man. 

C. E. O’DELL, of Heyward Mahon 
Co., Greenville, S. C., says: 

“Keep the quality as is, don’t take 
out anything. If necessary, sell the 
shoes at 50c. a pair more, or what- 
ever it takes, to give you your 40% 
or better.” 


HIOW many hours should a store 
stay open? That’s the question. We 
are noticing a stretch-out of store 
hours and the answer usually given 
is: “We've got to make it convenient 
for the customer to buy at the time 
the customer wants to buy.” 

But why was it that during the 
era that men worked sixty hours a 
week in a factory, that store hours 
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MEN ARE WORTH SAVING 


—1 don't know of any more serious 
or tragic problem facing industry 
and the individual today than that 
of Unemployment. 


—And | think we'll all agree that its 
solution or non-solution will have 
definite bearing upon our future 
social and economic welfare. 


—The Sales Executives Club of New 
York City is rendering yeoman ser- 
vice to this unemployment prob- 
lem through two of its major ac- 
tivities. 


—One is the Man Marketing Clinic, 
under Sidney Edlund, the other is 
the Forty Plus Group Movement, 
sponsored by Henry Simler. 


—The Man Marketing Clinic, under 
Mr. Edlund's leadership, has 
helped some fifteen thousand 
people in their efforts to get the 
jobs they want. There are already 
seven Clinics operating success- 
fully throughout the country and 
a half dozen more are getting or- 
ganized. 


—The Forty Plus Group Movement 
has to do with men of the execu- 
tive type who are over forty years 


of age. It is based on a self-help . 


principle and has done wonders 
for many fine men who have 
found themselves seriously handi- 
capped by the tearing-down ef- 
fects of the Depression and the 
reluctance of many employers to 
engage the services of "men over 

." Fifty or more Forty Plus 
Groups have already been or- 
ganized. 


—Movements such as the above, 
multiplied a thousand-fold, as 
they might well be in this great 
country of ours, may be one of 
the means of serving and saving 
our Democracy. 


] tte, 


President 





were regular and standard and now 
that the majority of workmen labor 
but forty hours, stores are kept open 
from 8:00 in the morning till 12:00 
at night and in some communities, 
seven days a week. Store hours also 
can become a form of competition 
when you consider that mid-town 
stores and department stores limit 
employment to 40-42 hours a week. 
The problem is a complex one be- 
cause small stores must live and 
serve when people are in the mood 
to buy. 

May we give you this little ex- 
perience of a small, compact shop- 
ping center that had previously op- 
erated from 8:00 to 6:00, day times, 
and 8:00 to 10:00 Saturdays and no 
Sunday work. One merchant of the 
group started to stretch out and 
soon all the stores were opened on 
Wednesday until 9:00. But it went 
further than that. This merchant 


soon kept his store open until 9:00 
every day and all the rest of the 
stores, in time, followed suit. Then 
this merchant figured out that he 
would wait until the movies let out 
and he was operating until 11:00 
o'clock. And that was just too much 
for the other stores that tried to con- 
vince him by conversation—but “no 
soap.” 

Then something happened, this 
maverick merchant found his store 
crowded with customers at 11:00 
o'clock at night. These customers 
would come in, ask for fittings and 
dawdle away for an hour or more. 
And not a one bought a pair of 
shoes. They found everything to 
criticize—the shoes didn’t feel right; 
they wanted to see another number, 
etc. The merchant was at his wits 
end. This went on for several weeks, 
until he got “wise” to himself. He 
was being given the “works.” He 
couldn’t insult the customers and 
toss them out on their ears. He just 
couldn’t understand why they were 
so tough at 11:00 o’clock and why 
there were so many. 
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Now the secret can be told! 
Friends of the clerks, in the other 
stores, made it a point to give the 
merchant the run-around. Now all 
the stores are back to the 9:00 
o'clock hour; but they are only 
wishing they knew how to make 
things move because, by that strange 
perversity of the public, stores do 


practically nothing in the daytime 
and all the business is done at night 
—even housewives who certainly 
could arrange their day to buy shoes 
in the good fitting hours. 

We’re open for a solution. 


. a * 


FRED SHORE of Elanbee, Inc., 
New York, may be in the handbag 
business, centering on shoe store 
selling, but he certainly lives a life 
of shoes. Speaking on the slump in 
retailing, he gives two little stories 
for the book: 
(1) Q. How do you find business? 

A. Colossal! But it'll pick up! 
(2) I can’t fill the orders! 

Why? 

Because I’m not getting them. 


* * * 


BER UBE METZ, of Metz Shoes, in 
Chicago, IIl., tells us: 


“The Recorder gets better and 
better every week and any shoe man 
that doesn’t read it, is just not 


there.” 
* * * 


TOWERS BOOTERY of Staples, 
Minn., tells us: 

“Good shoes are bound to go up 
and when they don’t look out or 
under the lining. But here is what 
heats up the smaller dealer—where 
concerns advertise the retail price 
of their shoes at a certain price na- 
tionally and then charge the small 
order 50 to’ 75 cents on each pair. 
One questions their ability to dis- 
tribute economically—-or else they 
want to eliminate the small dealer 
entirely.” 


A. H. GEUTING, of Geuting’s, 
Philadelphia, says: 

“Fixed price philosophy is a psy- 
chology of price. A psychological 
price will always produce red ink 
if they stick to quality, and if they 
don’t stick to quality it will not 
bring repeat business. Red ink is 
so foolish to a man in business. The 
average shoe retailer thinks a cus- 
tomer can see the 25c. to 50c. dif- 
ference in a pair of shoes, which is 
nonsense. I have been in the busi- 


ness over fifty years and I can’t see 
it from the outside. 

“I have heard it said that the 
average life of a shoe store is seven 
years. Why?” 

a 


IDON ROSS, manager of Barnes- 
Woodin Company, Yakima, Wash- 
ington, says: 

“Your article ‘FLEXIBLE COSTS 
MEAN FLEXIBLE RETAIL 
PRICES’ is exactly our attitude on 
this question. We intend to adjust 
our prices to cover increased costs, 
rather than to buy cheaper shoes 
to maintain a price. We know our 
customers, and they still remember 
the quality long after the price is 
forgotten.” 

W. R. EBERLE, of J. H. Jaggy 
Shoe Company, Vancouver, Wash- 
ington, says: 
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“You can’t kid the public today, 
in a highly mechanized over-pro- 
ducing country, that rising prices 
are anything more than an open 
attempt at an extra profit at their 
expense. Leather is an exception 
but the public doesn’t realize it. It 
must be proved, not in percentages 
but cold, hard technological facts 





and broadcast by every means 
available. 

“So far the rise has been chiseled 
out of the retailer by a small rise 
and taking away of discounts. The 
manufacturer needs more spine. He 
is biting the hand that feeds him. 
He has got to quit those advertised 
set prices and give the retailer a 
chance to get a true worth for the 
product. Why should the maker 
set the price? Good, bad and in- 
different, all alike at a like price— 
so they cease to have a value. If 
they keep on, they will help to de- 
stroy the price system. Maybe the 
technocrats are right after all. 

“Recorder articles are right down 
the alley and based on good eco- 
nomics.” 


























“Pay no attention to our new clerk. He was formerly an Olympic Hurdles Champion.” 











ARE YOU 


The Low Heel and the Wedge Heel, the 
Walled Last and the Soft-Toed Oxford, the 
Flexible Welt Sole and the Thick Rubber Crepe 
Sole, the Saddle Oxford and the Play Shoe— 
These Are the Types and Treatments Which 
Give Good Promise for Spring and Summer 1940 


NEVER has there been such a season for practical, 
wearable shoes which are both smart and comfortable. 
And not in “comfort” types but in real style shoes. “It’s 
‘smart to be comfortable” is the modern woman’s slogan. 
She can’t stop to be uncomfortable these days — too 
much to do, too many places to go, the same is true for 
all of us from the First Lady down. 

Once, only the well-to-do woman could afford well- 
styled comfortable walking shoes. Now there are plenty 
of such types in the $4 to $6.50 bracket. And many 
more attractive styles than there used to be. 

There are plenty of good reasons why these shoes 
are getting to be the volume sellers all over the country. 
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WATCHING THESE TYPES? 


The active lives women lead outside their homes, the 
quantities of attractive, wearable sport and play clothes 
on the market, and now the disturbances in Europe 
which are forcing women over there into even more 
strenuous and varied activities. These war-time jobs 
are having an immediate influence on European clothes 
and we are bound to reflect some of that influence. But, 
just as the European woman’s clothes are becoming 
more functional in one direction, so they are growing 
more feminine and glamorous in the opposite. Working 
or dressing for the evening, she wears clothes for the 
occasion and the change is more pronounced than in 
normal times. 

This philosophy is ideal for you shoe merchants be- 
cause there is a sharp distinction between daytime, sport 
and play, and dressy shoes. Your customer will live in 
the practical, comfortable types we have mentioned but 

[TURN TO PAGE 30, PLEASE] 


Shoes, top to bottom. Left side: A “Shenanigan” for 
Spring in checker effect. Soft, cool and casual. C. P. 
Ford. Low heel, walled last and broad tread make this 
smart youthful street shoe. Carlisle. Easy to slip into 
and easy to wear, this low-heeled stepin with walled 
last. Colella-Milano. Right side: Perennial favorite 
shown here with walled last and rubber crepe sole for 
perfect comfort. J. M. Connell. Ideal for play or in- 
for town wear this wedge heel pattern in cool duck- 
skin. Joyce. 
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EN the September 30th issue of “Boot anp SHOE 
RECORDER” in an article entitled “Which Way Will 
Fashion Look Now?”, we discussed the possible in- 
fluence of the European war on style, in relation to 
current trends and the experience of the last war. 

In the first days of this conflict the Paris designers 
devoted their energies to creating warm outfits, in- 
cluding fleece-lined boots, for wear in air raid 
shelters. New types of handbags were brought out 
to contain gas masks and other necessities. Capes 
and hoods and big pockets all became important as 
utility styles. Today, as we go to press, we have word 
from Paris that the couturiers, instead of bringing 
out their mid-season collections, are busy creating 
colorful, glamorous evening gowns for women to 
wear when their men folk are home on leave. 


For everyday street clothes, the Paris couturiers 
are maintaining a nice balance between the two ex- 
tremes of functional and decorative clothes. With 
wonderful courage and adaptability most of the 
great dressmaking establishments have continued 
their work and have presented their collections al- 
most as usual. 


During the past week one of these collections has 


been shown in its entirety at Hampshire House in 
New York. Under the direction of her repre- 
sentative Bravag Imbs, and with the co-operation 
of International Fashions, Mme. Bruyere has pre- 
sented her Spring fashions. The styles shown are of 
special interest to shoe manufacturers for several 
reasons. 

1. Silhouettes: These are easy and graceful. Most 
of the coats are loose fitting with raglan sleeves 
and back fullness starting at a yoke. Dresses also 
have an easy fit Shoulders are natural, not 
padded. Daytime skirts are very short. The new 
dinner skirts are ankle length. Capes and hoods— 

[TURN TO PAGE 30, PLEASE] 


PARIS FASHIONS MAKE UP THEIR MINDS 


Photo above: Beige wool jersey dress with black 
on bodice and black monogrammed bands 

on the sleeves. The turban is of the same jersey 

with black grosgrain ribbon bands to adjust it. 

The chemise dress is typicul of the’ new silhou- 

ettes. And the cape suggests the military without 

over-emphasizing it. Diamond and topaz clip by 
Paul Flato. Costume by Bruyere. 


The Bruyere Spring Showing—First Complete 


Paris Collection Ever to Be Presented in Amer- 

ica—T ypifies Leading Trends for the Coming 

Season. Feminine, but Not Fussy, Fashions 

with the Military Influence Appearing Chiefly 

in Trimming Details and Colors, Are the Order 
of the Day 








CRUISE AND RESORT WINDOW 


Frame of giant bamboo. 

Sail canvas stretched and laced on 
frame with rope. 

Scene painted on canvas in brilliant 
poster color. 

Banana palm leaves cut out of wall- 
board and painted two shades of 
green. 

Board plateau made of yellow pine 
shellacked or varnished. 

Sea horse one-half inch insulation board 
or wall board cut-out. Color ver- 
milion. 

Use regular shoe stands on plateaux. 





COPY FOR CANVAS PANEL 


Cruise and resort styles that forecast 
— and Summer fashions for 














PUT THE CUSTOMER 


Displays That Suggest Use of the Shoes and 
Portray the Kind of Activities the Customer 
Will Engage in When She Wears Them, Help to 
Arouse the Personal Interest in Merchandise 


That Promotes Sales 


Left—Resort window featuring women’s 
shoes from Geuting’s, Philadelphia. The 
palm leaf background and the colorful bags 
and shoes made this a particularly attrac- 
tive display when used last year. 














WHAT do we mean by the intriguing expression 
“Put the customer in your window”? By use of proper 
settings and pictures you can cause the “looker,” 
through the exercise of his imagination, to project him- 
self into your window. In other words, you can induce 
the shopper to associate himself with your merchandise. 
When this happens you have a live prospect. 

This theory of getting a prospect to associate him- 
self with your merchandise is based on an elementary 
psychological truth and a proven selling principal. 
Psychologists have proved that the desire to acquire 
and possess is urged by emotions (pleasant or un- 
pleasant) which directly associate the person with the 
object. In simpler words: No person considers an 
[TURN TO PAGE 38, PLEASE] 









display. 


Right—Men’s resort window used last year 
by Geuting’s, Philadelphia. Ducks are fea- 
tured against the woven background panel 
to give the southward bound idea to the 


IN YOUR WINDOW 


by W. L. WARDRIP 

























NORTH-SOUTH WINDOW 


Use ready-prepared palm tree or 
painted wallboard cut-out. 


Board plateau of yellow pine boards, 
shellacked or varnished. 


White sand dumped on floor for beach. 


Fish net with floats draped over shel- 
lacked cedar stumps as sketched. 
Use natural preserved evergreen tree. 


To build up snow bank dump loose 
“Hollywood snow” over empty shoe 


boxes. 


Use ski or toboggan on snow for 
atmosphere. 
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RECENT TRENDS IN STORE DESIGN 
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completed shoe 
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At the left is the new shoe 
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O'Neill Co. st 

Ohio. alls 

i bleached 

with buff above the 

work. Carpeting is brown 
and chairs are 
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Newly designed, deco- 
rated, enlarged and 
equipped this year, the 
Head Shoe Store Com- 
pany, in Wichita, Kansas, 
is most attractive in ap- 
pearance, both within 
and without. Photograph 
at the right gives an idea 
of the modern and up-to- 
date exterior, with plenty 
of window space. 


The photograph at the 
bottom of this page 
shows the spacious in- 
terior of the remodelled 
Head Shoe Store in 
Wichita. Seats are up- 
helstered in coral to 
harmonize with the gen- 
eral interior scheme, and 
illustration shows the 
effective manner in 
which indirect lighting 
is handled. 


[ nteresting Developments in Shoe Store Decoration and Planning 


as Reflected in Some Recent Installations—Emphasis on Display 
Space an Important Tendency in Today's Store Designing. Which 


Aims to Combine Beauty of Appearance with Strong Sales Appeal 








Basie 


BDOING a good job in a shoe store catering to children 
consists, not so much in selling shoes as in selling one’s 
own self as a conscientious adviser on proper footwear, 
properly fitted. Pleasant surroundings go a long way 
toward establishing friendly relations with a child and 
the mother, who accompanies the child to the shoe 
store. 

Experience with my own children, together with that 
which I have had in serving children as a retail shoe 
man, has provided the background of knowledge from 
which I have compiled this code. 

Make children feel at home. Make them feel they are 
fully as important as grown-ups. 

Do not rush the child or mother to sit down, then 
rush the sale through as fast as possible. Spend as much 
time as necessary to do the right kind of a job that will 
bring the child and parent back to the store. This will 
not only bring them back, but will bring in their friends 
as well. 
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Rules for 


After accurately determining the proper size and type 
of shoe best suited, always show the customer two or 
three pairs for two reasons. First, for the sake of vari- 
ety and also for the thought of increasing sales. Often 
the mother and child will like different shoes and in 
order for both of them to be satisfied, the mother will 
select both patterns. 

Reason two, is the need of sometimes convincing the 
parent the proper size has been selected. Actual com- 
parisons are a great help in many cases. When measur- 
ing a child’s foot, regardless of one’s experience or 
ability as a shoe fitter, it is better to try on at least two 
sizes as a check for complete accuracy. 

One rule which is in fact the keynote of our business, 
is not to sell customers anything. The one way to make 
a purchase satisfactory and to make it lasting, is to 
make the merchandise so appealing that the patrons will 
buy of their own accord. All trade resents being high 
pressured into buying anything. They like to feel that 
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it was their own judgment that made the selection, 
aided of course by the guidance of one whose sugges- 
tions were respected. 

It is much better in the long run for a shoe man to 
know that a patron will come back in a pleasant frame 
of mind, than to say to one’s self, “By Jimminy, I finally 
talked her into buying that ‘Orphan Annie’.” If a shoe 
fitter talks a person into buying something, nine times 
out of ten that person will eventually feel dissatisfied 
with the purchase. This is especially so in dealing with 
the better class of trade, as the more money they have 
to spend, the more touchy they are. 

Perhaps the most important point to realize in fitting 
a child is the dependence placed on the shoe fitter by 
both the child and the mother. Children will always 
say a shoe feels good if they like it. And a shoe always 
hurts if they do not like it. 

The great pioneer work done by so many shoe men 
in all parts of the country in educating parents to the 
absolute necessity of having their children’s feet fitted 
each time new shoes are selected is now bearing fruit- 
ful returns. Many children are invariably brought in to 
be fitted. Each time they come in it gives the store an 
additional opportunity to present something else in the 
way of footwear. 

A good old tried method is to display merchandise 
in spots where the trade is bound to see it. In this store 


Lejt: Classic in design is the front of the Chil- 

dren’s Bootery, in Beverly Hills, but its simplicity 

does not lessen its drawing power for the large. 

low-built window allows for the maximum of dis- 
play space. 


Children’s 


Shoe 


is a novel stand displaying indoor slippers. This is 
placed near one of the fitting mirrors, so that when the 
child walks over to look at the new shoes, she will see 
the slippers. It seldom happens that the youngster re- 
frains from bringing back at least one slipper to show 
her mother, a proceeding which is much more resultful 
in producing extra sales than having one of us trot out 
the same article. 


SHOE polish on a stand right next to where the mother 
sits down to write out her check makes many a sale. 
Every shoe man knows the profit possibilities in a good 
shoe polish business. On the writing desk where the 
patron sits is a pair of baby’s first shoes, bronzed, 
mounted on an onyx desk writing set. There has never 
heen a customer yet who did not pick up the bronzed 
shoe, admire it, ask the price, and in many cases leave 
an order for having a pair of her baby’s shoes bronzed. 
There’s a nice profit in that sort of business, provided 
one has the right kind of bronzing work done for him. 
Bronzed footprints of baby’s feet are also an interesting 
profit making possibility. 

As this is written by a shoe man doing a compara- 
tively modest business to other shoe men in a like field, 
here’s a suggestion that may help: Buy sizes instead of 
styles. If one is open to buy say, 500 pairs of shoes, the 
main thing to do is to be sure to buy sizes that will be in 
the exact proportion to the anticipated sales. 

Friendly traveling men, plus Boot anp Soe Re- 
CORDER studying, will keep one pretty nearly right on 
the style end, but only a thorough study of what’s on 

[TURN TO PAGE 40, PLEASE] 


Selling 


Some Fundamental Guides to Selling 

Which Helped a California Shoe Man 

Achieve Real Success in the Specialized 
Field of Juvenile Footwear 


by HARRY GLUCKMAN 
Children’s Bootery, Beverly Hills, Calif. 


Mr. Gluckman fits a young customer seated 

on a hobby horse, one of several such 

novelties in the store, which are designed 

to hold the child’s interest while being 
fitted. 
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OUTLOON 


To You Who Can Walk 


THE shoe industry has a great big heart and it’s about 
time we said something about it. Not so long ago, one 
of the internes at a cripple hospital called up a shoe 
man, who was known for his anonymous philanthropies. 
The case was that of a little colored girl who needed 
a very complicated leg brace if she was to walk again. 
Before the appliance was made—adjustable so that as 
the child grew the brace could be worn for years, the 
cost was over a hundred dollars. If this were only a 
solitary incident, it would but indicate a burst of gener- 
usity because of the doctor’s story; but many a child 
is walking around and enjoying that priceless gift of 
locomotion because of this man’s hidden kindnesses. 

We will long revere the memory of a simple shoe- 
maker in the city of New York, who made it a point 
of fashioning, in his spare time, footwear for men, 
women and children—crippled by disease or accident 
and needing in each case a special, custom job. It is 
true that most of the things he worked with were sec- 
ond-hand braces—but may the bells of Christmas ring 
out for his sweet soul. No charity in the world can 
compare with that of returning to human beings that 
necessitous gift of walking. We, who have so much of 
it, use it so sparingly; but to those who cannot walk in 
ease and comfort, no physical handicap is more terrible. 

Now that the holiday season is here again, and as 
you run here and there, pause and express thanks for 
being able to walk. 

You have read, over the years, in the Recorper, of 
Christmas shoe distributions conducted by merchants 
in all parts of the country. The poor we have with 
us always. A gift of a pair of serviceable shoes or the 
gift of a repair of worn shoes is something that may 
mean real health and happiness. Certainly we can 
pause this year and think of some little thing to do to 
brighten the path. 

Do you remember the near-Eastern-Relief and the 
shoe cases by the thousands, and shoes by the tons that 
were shipped to that tragic corner of Europe? Maybe 
another movement will soon be started to ship shoes, 
supplies and wearing apparel to parts of Europe where 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


a desperate need exists. It may take time to get the 
machinery in motion for the distribution of shoes and 
wearing apparel to entire nations on relief but it should 
be done and done soon——because the need must be 
very great. 

The amazing by-product of the collection of shoes for 
the near East was that we actually cleaned out an indi- 
gestible mass of shoes in basements and lofts that would 
have continued to be kept on inventory. Shoe men, in 
the main, have a most unfortunate habit. They can 
always find places to store things. They have what 
might almost be termed “a squirrel complex,” feeling 
that because it is a shoe, it represents money and must 
be saved. But it is money that will never come across 
the fitting stool. It is a far sight better for a merchant 
to dump “in charity” than it is to pollute the stream 
of trade with shoes at a dime or quarter a pair. 

We have every appreciation for the business man who 
really gives to the Community Chest, to hospital drives 
and to organized charities. But the guy—who brags 
about supporting the Red Cross ($1.00 button), or 
$2.00 for welfare, plus a few tickets to the%iremen’s 
Benefit and goes around with a “holier-than-thou” look 
on his face as having done something for mankind— 
should take a look at the headlines in the newspapers 
and give thanks that he is in secure America. He should 
express those thanks by digging into his pocket and 
making a really-worth-while contribution to the succor 
of mankind in this most desperate hour in human his- 
tory. 

Christmas is all right as a gift-giving festival within 
the family; but what about taking a day away from the 
office and seeing for yourself what happiness you can 
bring with shoes and money charitably spent. We all 
spend an entire year with our noses mighty close to 
the grindstone. In a way, it’s all spent in self-interest. 

[TURN TO PACE 31, PLEASE] 
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Sixce the introduction of the line last 
spring, more than 2,500 retailers have 
taken on the franchise. 








- have increased 300% in 
pairage by comparison with our $4.00 
line of last year. 








oe have won enthusiastic consumer 
acceptance. 





OY 


i. are backed with strong mer- 
chandising helps. 





1940 


THE 1940 National Shoe Fair, the fifth of these joint 
meetings, becomes increasingly important as January 
approaches and the nation’s shoe men, both manufac- 
turers as well as retailers, “Focus On ’Forty at the Fair.” 

The Fair presents a most timely approach to the 
many influences affecting buying, selling and other 
operating problems at this time, the result of economic 
disturbances in a war-weary world. 

The confused price situation revolving in the minds 
of many merchants and manufacturers, it is believed, 
will be cleared at the Fair, particularly for buyers, 
inspecting many lines in various grades and qualities, 
where he will encounter price advances, caused by the 
enforcement of the second-step-up in the Federal Wage- 
Hour Law which went into effect on October 24, pro- 
viding for an increase in minimum wages from 25 
cents an hour to 30 cents an hour and reducing the 
work week from 44 hours to 42 hours. 

Other factors, especially raw materials over which 
manufacturers have little control, will be reflected in 
the new prices placed on many lines. Every buyer 
studying the collective display of Spring shoes will 
have an opportunity to compare, check and appraise, 
not only the values, but the prices as well and from his 
observations determine his buying needs. 

There will be no reason for waiting, no reason for 
delay in placing orders, for Spring requirements, be- 
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FAIR AND LARGER 


A Statement by Harry G. Johansen, 
Chairman of the 1940 National Shoe 


Fair, Chicago, January 2, 3, 4 and 5 


HARRY G. JOHANSEN 


cause among the 1065 exhibits may be found the solu- 
tion to any question that may be asked, regarding styles 
or prices. 

With lessened working hours and an early Easter 
(March 24), manufacturers are faced with the huge 
task of producing the Spring footwear requirements 
in one of the shortest production periods ever experi- 
enced in the industry. 

It becomes the responsibility of the Fair to inspire 
the spirit of cooperative effort between the manufac- 
turer and the merchant, working jointly in supplying 
the 1940 Spring footwear needs of the nation. 

While buying and selling remains the No. 1 busi- 
ness of the National Shoe Fair and attracts the widest 
interest, much attention is being given to the educa- 
tional program, so all that buy, may better sell. Mer- 
chants will be offered the services of the best minds, 
intimately acquainted with operating difficulties of 
retail stores. 

Emphasis will be placed on merchandising and ex- 
pense control problems and any shoe man in atten- 
dance at the Fair may avail himself of this service. 
The consultations are intimate, across the desk type of 
conference, where questions may be asked in confi- 
dence, and the answers given with courage. Three 
luncheon meetings will be held where speakers of na- 

[TURN TO PAGE 34, PLEASE] 
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SELL THOSE WINDOW SHOPPERS 
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XMAS PRICE TICKETS 


Imprinted Prices on Colorful Seasonal Designs 
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“Cc” — Bright blue “Gg” A 
— Aquamarine 
on white back- & yellow on white 
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“V"—Green & yel- “X" — Fuchsia and 


“M"—Gold & green 
low on white back- green on white back- 


on white back- 


sround. background. 


Colorful price tickets in 
the popular price denomi- 
nations will dress up your 
displays, and make selling 
easier. Blank tickets,show- 
ing the design only, are 
also available. 


We have in stock a com- 
plete selection of designs 
and color combinations. 


ground. 


6 Dozen 


$1.10 


12 Dozen 


$2.00 


ground. ground. 


The size—114” x 25%”—is 
large enough to attract the 
eye, and small enough to 
give the shoe prominence. 
The tickets are attached 
neatly to any part of the 
shoe with our Price Ticket 
Clips which are priced at 
$4.00 per gross—$2.25 per 
half gross. 


ZAWd 


ZHI 


We will send a circular showing actual samples, at your request. 
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BOOT & SHOE RECORDER + MERCHANTS SERVICE + 209 SO. STATE ST + CHICAGO, ILLINOIS 





WRITE FOR DETAILS OF OUR ANNUAL SHOW CARD SERVICE 





COLORFUL AND EFFECTIVE 
SHOW CARD AND PRICE TICKET 
SERVICE ...New and seasonal dis- 
play cards and harmonizing price 
tickets every month with informa- 
tive messages on style notes, value, 
quality, service, etc. Exclusive fran- 
chise basis. WRITE for samples 
and further information. 





SERVICE 


MONTHLY 


CARDS HOLDERS 


BLANK 
TICKETS 
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“Hosiery-of-the-Month Club” 


Here’s an idea that is being spon- 
sored by the Kayser hosiery stores in 
New York City whereby a gentleman 
can give a lady a Christmas gift and 
the postman will continue to play 
Santa Claus for months to come. 

This is how the plan works: You 
drop into one of the Kayser stores and 
on the payment of $5.00 become a six 
months member of the Hosiery-of-the- 
Month Club. On Christmas the re- 
cipient of the gift will receive three 
pairs of hosiery and a gift card tell- 
ing of her good luck in receiving a 
regular subscription. 

Then each month thereafter (for 
the next five) the store will send her 
three pairs of hosiery in the latest col- 
or—a total of eighteen pairs. This six 
months Christmas gift will cost the 
gentleman $5.00 with the order, $4.00 
on the first of March, and $3.00 on 
the first of April, May and June—a 
total of $18.00 for the 18 pairs of 
stockings. 

Not a had idea for a shoe store! 


Economical Store 
Modernization 

Many independent shoe retailers 
feel that it is about time that they 
modernized their stores, but hold back 
because of the excessive cost and the 
fear that the uncertainty of increased 
returns will not justify the expendi- 
ture. In the first place, the cost 
should be budgeted over a consider- 
able period in advance. A certain 
amount of every year’s profits should 
be placed in a fund to modernize the 
store approximately every ten years. 

When Walter Swanberger of Santa 
Ana, California, moved his store into 
new quarters he called in a competent 
store architect to handle the mod- 
ernization. 


by JOHN F. W. ANDERSON 


Economy was achieved by using 
only one metal (bronze), one wood 
(magnolia), one type of glass (Lu- 
cite). As for general treatment, these 
three features were sought: plenty of 
mirrors; plenty of places to sit down; 
plenty of display spaces. On the main 
floor there are nine mirrors where the 
customer can see himself, there is an 
abundance of chairs, both for fitting 
and some just for sitting, and there 
are sixteen different display spots at 
varying heights, in addition to regular 
counter tops. 

Interior lighting is indirect, but 
provision for sunlight is so ample that 
the electric bill is cut more than 60 
per cent under that of the old store. 
Windows cut through the outer walls 
above the mezzanine have much to do 
with this. Windows are lighted with 
tubing, producing brilliant daylight 
effects—and average 70 candlepower. 
Ceilings are white and floor covering 
is rubber tile. 

All in all this store is an outstand- 
ing example of what can be done by 
systematic economical store moderni- 
zation that is bound to lead to in- 
creased consumer patronage. 


- = ©@ 


“The only thing this little short 
vamp, snub-nose shoe belittles is the 
size of your foot.” (Block’s Indian- 
apolis.) 


* * . 


Shoes on SALE 


When we want to get rid of mer- 
chandise quickly, we all realize the 
value of the big red SALE letters on 
a white background paper pasted 
across the display window. But we 
all have to admit that these signs, 
however effective they may be, greatly 
cheapen the appearance of a store. 

The Winkelman shoe store on Fifth 
Avenue, New York, has admirably 
avoided this fault, without losing any 


of the effectiveness of these SALE 
signs by printing the letters on large 
sheets of cellophane. The letters— 
just as big—and in bright red and 
green colors, are clearly visible to the 
shopper and possibly even more eye- 
catching because of their originality. 
These signs are much more attrac- 
tive and have the added advantage 
that the window shopper can look 
through the cellophane and see the 
shoes in the window right before him, 
rather than having to stoop down to 
look under a huge white and red sign 
to examine the shoes. The cellophane 
sign is just as effective and infinitely 
more attractive. 
* + * 


Practical Custom Footwear 


There’s many a woman who likes 
custom footwear, but whose pocket- 
book just can’t afford it nowadays. A 
woman who pays $6 to $12 for a pair 
of shoes is not in a position to stretch 
her shoe dollar out to $20 or $30 so 
she usually just forgets her desire for 
hand-made footwear. Into this wide 
open space steps LeFox Salon cater- 
ing specially to the $10 bracket with 
considerable leeway up and down. It 
is a new business operated by Larry 
Foxx and Alex Stutz on the third floor 
of 431 Fifth Avenue on the premises 
formerly occupied by Master Shoe 
Rebuilders. 

They have a large stock priced 
from $6 and up. If you can step into 
one of their ready made models and 
walk out, so much the better. But 
their chief business is to adapt any 
one of these $6 models to your par- 
ticular requirements and give you a 
custom-made shoe in the $10 range. 

As for example, you may have seen 
just the shoe you like, but the color 
does not match your Fall costume— 
LeFox Salon will remedy that. Pos- 
sibly the heel height isn’t just right, 
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BEST IDEA OF THE WEEK 


SELL ’EM IN CELLOPHANE 
(Famous-Barr Shoe Dept., St. Louis) 


7. Weasor—1 have been watching that gentle- 
man for the past few minutes and it seems to me that 
he has lodked over about 300 pairs of shoes and prob- 
ably picked up about 15 pairs. Do you think that 
the open display table is a shoe department’s most 
effective salesman?” 


Mr. W. B. Jackson—“We find that a customer finds 
it much easier to look around and see if we have the 
shoe he wants rather than try to explain to the sales- 
man his particular preference.” 


O. P. Ideator—“I notice that many of your shoes 
are wrapped in cellophane. It sure does make a more 
attractive display.” 


Mr. Jackson—‘“It’s not only more attractive, but 
the cellophane also is used for practical reasons. You 
will notice that many of these shoes are not low 
priced. This is a large department, located near the 
elevators and escalators. Hundreds of hands touch 
these shoes during the course of a day. We want 
them to do that! If we didn’t we would put the shoes 
under glass. But we believe that feeling a shoe and 
knowing a shoe is one sure way for a customer to 
sell himself. So the cellophane has been placed 
around these shoes to keep them from being soiled. 


It would cost us two pairs of shoes a day for every 
pair displayed to keep the shoes on the counters look- 
ing their best.” 


O. P. Ideator—“It sure would be expensive adver- 
tising if you had to replace the displays with fresh 
shoes every day and take a markdown on the others.” 


Mr. Jackson—“Quite expensive, especially when the 
same display advantages can be had without the shoe 
soilage loss, just through using cellophane. And we 
think that the cellophane has a certain appeal that 
can’t be gained under cold glass. Yes, and it doesn’t 
disillusion the customer in any way into believing that 
he is getting something which just isn’t there.” 


O. P. Ideator—“What is the effect of the cellophane 
on the shoe department’s expense budget?” 


Mr. Jackson—“The cost is a minor factor, being 
so small that we scarcely notice it. Also, consider- 
ing the excellent appearance it gives, % the shoes and 
the soilage expense it saves, the cost is well justified. 
And the use of cellophane is especially effective in the 
display of slippers, evening shoes, and of course sports 
and play shoes for winter resort wear.” 











or you want a particular trim or some 
favorite shoe copied—Mr. Foxx and 
Mr. Stutz will take care of that. 

They are also capable of handling 
real foot problems, but really prefer 
to handle the problems arising in the 
high style shoe and a woman’s fond- 
ness for particular individuality in 
her shoes. 

They understand how to design 
shoes which will cover insteps with 
unsightly bone structures that need 
covering, heels that will bring you up 
or bring you down, and will adapt 
high style shoes to confirm to a wom- 
an’s individual orthopedic require- 
ments. They'll give you all the sup- 
port and help you need if you can 
wait two weeks for your order to be 
filled. 

* * * 


Hosiery Show 


Speaking of hosiery, we are re- 
minded of ar interesting hosiery show 
recently put on by R. H. White’s de- 
partment store in Boston. All the 
fixtures were removed from one of the 
most prominent windows and the 
walls were hung with plain draperies. 
A platform was built across the front 
of the window and a curtain was low- 
ered next to the window to a height 
of about twenty-four inches above the 
platform. Then, from morn to night, 
attractive mannequins paraded back 
and forth in the latest styles of ho- 


siery for the winter season. 


Was the idea a success? If the 
crowds gathered in front is any cri- 
terion, it was a sellout! 


* * # 


“Spirited new shoes with a fresh 
fashion slant.” 
(Maling Brothers, Chicago) 





THE STORE FOR MEN 


Wtarshall Rrelde Company 


Washington and Wabash = Store Hours: 9 a.m. te 5:30 p.m. 








THE STORE FOR MEN 











Exemplifying a new comfort and 
smartness in men’s shoes 


Difficult Letters 


It is often difficult to collect money 
from delinquent-accounts and a tact- 
ful friendly le@tr is often very suc- 
cessful after repeated bills have failed. 
Here is a type of letter which one 
store has found effective: 

“It is usually difficult to write let- 
ters about money, but I don’t think 
there is any need for hesitation in 
times likes these. Fairness and frank- 
ness on both sides will always avoid 
any misunderstanding. 

“As you know, your account with us 
is overdue. The times call for the 
fullest cooperation. If you need it you 
will find us ready to go to the limit 
of our resources to assist you over 
the rough spots. 

“At the same time you will appreci- 
ate that we have many customers on 
our books and cannot extend unlim- 
ited credit. 

“If you can send usa check now it 
will help us greatly. If you simply 
cannet at this time, a note from you 
telling when it would be convenient 
will be greatly appreciated. We are 
vitally interested in keeping the credit 
of every one of our friends in good 
standing. 

“Won't you let us hear from you 
either with a payment or with an ex- 
planation of your situation so that we 
can help you to meet your problem to 
the best advantage of both of us?” 





HOLLYWOOD 


J ane Wyman Keeps Her Feet Warm . . . Rose- 
mary Lane’s Knee-Knowledge . . . Movie People’s 


Shoe-Perstition . . . Actors Make Shoes in Prison 


29 


Scene .. . “Quiet, Please! 


by h.r. t. 


N OW that the frost is definitely “on the pumpkin” 
Jane Wyman will keep satin-shod feet warm as toast 
by pulling fancy evening bootees over them. Enroute 
to a dinner party with Ronnie Regan recently, she 
wore ankle high bootees of raspberry, wool lined with 
the same shade of taffeta to complement a pink wool 
dinner gown and raspberry cape. 

a * * 


Use discretion when you tell ‘em this . . . but you 
can quote Rosemary Lane with this knee-knowledge 
she tells me she picked up in physical education classes. 
Anything that hinders proper circulation in the legs 
causes flabby muscles and over-large knees, so Rose- 
mary advises against tight shoes, tight garters and 
sitting with firmly-crossed knees. Ankle-crossing is not 
only better leg beauty, but has been considered more 
decorous since the first book was written on manners 
and morals. Pretty knees, says Rosemary, are as im- 
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FOOTNOTES 


Above: Muriel Angelus makes her American 

screen debut in two pictures with an African 

locale. So what happens? The photographers 

dress her up in Winter clothes and take her out 

in the snow. And a nice snow queen she makes, 
too. That’s Hollywood for you. 


Left:—It’s right to wear slacks during leisure 

hours if you wear the right things with them. 

Judith Barrett, Paramount player, is properly 

equipped with light blue gabardine slacks; a new 

white sports shirt with red stripes, and new 

T-strap slack shoes of blue and white canvas with 
proper low heels. 


portant as a pretty face now that short skirts are show- 
ing them. 
* * . 

Shoes, more than any other article of apparel or 
anything else, seem to have a strange superstition or 
sentimental value to actor people. And here are three 
stories I picked up recently while making the studio 
rounds: 

Six stalwarts of the Warner Bros. studio police are 
looking for a tattered pair of satin ballet slippers, 
eight years old and utterly valueless—except to Zorina, 
star of “On Your Toes.” And the cop who locates 
these slippers gets an extra $50 for his detective work, 
too. These slippers are priceless to Zorina because 
she wore them when she made her professional debut 
as a ballerina with Anton Dolin in London, eight years 
ago. Highly superstitious, she declares she would far 

[TURN TO PAGE 36, PLEASE] 
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FAILLE 


ELASTICIZED WITH 


D A slovn 


eG. | 5. Pa’ OFF 


SUPER ELASTIC YARN 


Prominent shoe designers are finding that many wonderful new 
uses for elasticized shoe cloths have been made possible by 
“DARLEEN’S” uniformity. In this side-pleating, Rockmore illustrates 
the adroit way in which “DARLEEN”-elasticized faille, for instance, 
can be draped and manipulated. It is available in pleats of 
varying widths and is expertly tailored so that it has a smooth 
back which fits comfortably against the foot. The color will not 
bleed; “DARLEEN” is resistant to perspiration. 


Many “DARLEEN” -elasticized fabrics, more feasible 
for all purposes because of this yarn's uniformity, 


pep and long life...are available through 


CHARLES I. ROCKMORE, iwc.. BROOKLYN, N.Y. 


William Taggart & Co., St. Louis, Mo. - F. George Mohr, Cincinnati, Ohio 
Phillip Fishbein, Boston, Mass. - Sales Agenis 
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Paris Fashions Make Up Their Minds 


[CONTINUED FROM PAGE 15] 


tied under the chin—are prominent in 
the collection. 

2. Colors: These are markedly neu- 
tral in cast, including many beiges and 
grays. A new khaki, called “Camou- 
flage” has a delicate olive cast which is 
very attractive. Off-white, gray, an in- 
tense blue and a very delicate light 
green, called respectively “Victoire,” 
“Duralumin,” “Paris-Soirs” and “So- 
leil d’Avril,” are other featured colors. 
A deep wine, almost a brown, called 
“Murane,” is one of Mme. Bruyere’s 
most beautiful and subtle colors. 

8. Details: Restrained use of em- 
broidery, fagotting, encrustations and 
appliqués of leather and fabric. Mili- 
tary influence seen in such details as 
braid on sleeves, epaulettes, regimental 
numerals and stars. Frequent use of 
capes also suggesting the military. 

To sum it all up in relation to shoes: 
All of these costumes call for shoe sil- 
houettes suggesting comfort and ease 


of action—the rounded forepart, the 
lower heel. Brown and black and blue 
shoes fit into the color picture perfectly. 
A vivid contrast should be used with 
care. The pale “Soleil d’Avril” green 
costume might take a red shoe, for in- 
stance. The costumes are beautiful and 
flattering, restrained in their treat- 
ment and practical in their designs. 
Shoes worn with them should have the 
same qualities. We fell that such cos- 
tumes and such shoes should have a 
leading place in the Spring style 
picture. 

The following accessories worn by 
models were by American designers 
and manufacturers. Shoes by Newton 
Elkin (Pandora Exclusives). Gloves 
by Aris, designed by Merry Hull. Dia- 
mond jewelry by Paul Flato. 

The fabrics came from three great 
French houses: Coudurier, Fructus & 
Devigne, Lesur and Rodier. 

Coiffures by Antoine of Paris. 





Spotlights Slippers in Christmas Display 


Pittsburg, Kansas.—An attractive Christmas wind 





by N 


here. The cone, covered with silver flitters, revolves on a turn-table; two blue 


spotlights play on it. 


The complete trim is set on a white satin floor. 


The dis- 


play has been extremely effective in stopping passersby. 





Party Opens New 
A. C. Lawrence Offices 


New York—Celebrating their in- 
stallment in their spacious new quar- 
ters at 261 Fifth Avenue, the A. C. 
Lawrence Leather Co., recently wel- 
comed a large number of business asso- 
ciates and friends, including members 
of the trade press, at a cocktail party. 


Mr. Harold N. Goodspeed, president of 
the company, Mr. Bud .Jarbeau, New 
York manager, and Mr. Stephen Pal- 
mer, general manager, of the Sheepskin 
Division, were the hosts, ably assisted 
by Miss Kate Arlene Goldstein, director 
of the Lawrence Fashion Bureau. 
Of special interest in the new offices 
are the attractive display cases featur- 
ing garments and accessories in Lawro- 


suede and Lawroleather. One coat of 
Sheltersuede and one of lambs wool 
were also shown. An original and ef- 
fective method of showing colors in 
relation to each other has been achieved 
by the use of banners used as back- 
ground decoration in each display case. 
These banners have been made up of 
swatches of all the colors available in 
these leathers. 


Proposes Plan for 
Solving Unemployment 


MILWAUKEE, WIS.—As a means of 
solving the current relief and unem- 
ployment problems, Carl W. Herbst, 
vice-president of the Herbst Shoe Man- 
ufacturing Co., has proposed a plan 
calling for all employers hiring 10 or 
more persons, on a given date, to in- 
crease their employment by 10 per cent, 
the government to make loans at 2 per 
cent interest to permit employers to 
do this. Employers participating in 
this movement would be identified by 
stickers and those refusing to co-oper- 
ate would be boycotted, according to 
Herbst’s suggestion. 

Mr. Herbst said he believed that 95 
per cent of the laboring class want a 
job, fair pay for a fair day’s work, 
security, a clean place to work and 
humane treatment. He also stated he 
believed 97 per cent of the laboring 
class want to do the right thing by 
their employer. “No one but the busi- 
nessmen of America can really save 
America,” Herbst said. 


Are You Watching 
These Types? 
[CONTINUED FROM PAGE 14] 


she will also have plenty of occasions 
to wear dressier shoes. You won’t have 
to sell her the idea of a dressy shoe if 
you first sell her the new type of day- 
time shoe with its low heel and broad 
comfortable last, its soft toe and flex- 
ible or cushiony sole. She won’t be led 
astray by the idea of an all-occasion 
shoe if you do your job right. All signs 
point to a new era in clothes—an era 
of even greater freedom and comfort in 
style. We have been coming into it for 
several years. It looks as though by) 
this Summer we shall have arrived. 


Manages New Burt Store 


MiaM1, FLtA.—Ernest H. Shultz has 
been named manager of the newly op- 
ened Burt’s Shoe Store at 59 E. Flagler 
Street. This new business is located in 
the building formerly occupied by) 
Cowen’s Shoe Store, which has been 
completely remodeled and is now ar 
ultra-modern shop finished in cream 
white and red. 

Burt’s features the Pari-Smart 
shoes—smart styles at modest prices 
A well-stocked hosiery department is in 
charge of Miss Reva Kaye, well known 
in the Miami area as an expert hosier: 
buyer. Handbags at popular prices ar 
also featured in the new store. 
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The Editor’s Outlook 


[CONTINUED FROM PAGE 22] 


What about getting away from the selfish and walk 
down the road a bit with those less fortunate. Shoes 
are in themselves a great humane element and a pair 
«pent may be a blessing indeed. 

If you don’t know where to give shoe charity, talk 
with the cop on the beat or the lieutenant at the station 


house or the chief of police. Any one of these men, | 


whose duty it is to be close to human frailties, can tell 


you where your charity will be deservingly spent. For | 


in many cases the man on the beat is the man with the 


heart, who digs into his own pocket a whole lot more | 


than you do; and this is said in kindly spirit—because, 
after all—the No. 1 thing in your business life is to 


do business. Why not make the No. 2 thing of these 


holidays to do a little shoe good. 


Effective Black Shoe Promotion 
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Cleveland, Ohio—An enlarged photograph of Cleve- 
land’s own buildings, grouped one in front of the other, 
against a cloudy sky, gave a realistic touch to this attrac- 
tive window display by A. T. Kalasky, display manager of 
the W. B. Davis Co., here, in a recent promotion of black 


The small masculine figures are dressed in different 
color combinations, all wearing black shoes. 


Dedicate New Mid-States Addition 


WaTERTOWN, Wis.—Formal dedication of the new 
$30,000 addition of the Mid-States Shoe Co. here was 
observed Dec. 15 with a program and dance under the 
direction of the Watertown Association of Commerce. 





HELP PILE UP 





Let Ball-Band’s speedy in-stock service 
help you sell more Rubber Footwear 
this winter. The quality of Ball-Band 
Service in sizing-up orders is in keep- 
ing with the quality consumers find in 
Ball-Band Footwear. Check your stock 
and get prompt delivery by sending 
your orders to Mishawaka. It pays to 
sell footwear with the famous Red Ball 
trade-mark because your customers 
know it is the mark of better footwear. 


BALL BAND SERVICE 


COMPLETE 
SIZE-RUNS 
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A WARNING TO RETAILERS 


We wish to make a statement of fact regarding 
a recent change in heel styling. 


Recently there has been a definite trend toward greater use of high 
Cuban heels. As both manufacturers and retailers know from past 
experience such heels, because of short seats, have a dangerous tendency 
to kick under and pull away at the back of the heel seat. This means 
a costly increase in customer returns, complaints and dissatisfaction. 








Manufacturers of better grade shoes try, and partially succeed in 
guarding against this danger by the use of better shanks and tuck-pieces 
in the heel seat. Yet, even after the additional expense of employing 
these improvements in construction, there is no guarantee that the danger 
will be eliminated. And on inexpensive shoes, where low cost prevents 


careful shoemaking, the danger is very great. 


When a ‘Cuban’ or straight-front effect is wanted BREASTLOCK 
HEELS alone eliminate this danger. These scientifically designed heels 
increase the bearing surface or seat length and thus prevent ‘kicking-under’. 


Don’t take any unnecessary chances. 
Specify SAFE Breastlock Heels on the 
next shoes you buy. 


F.W. MEARS HEEL COMPANY, Ine. 


Factories at Auburn, N. Y. Columbus, Ohio Conway, N. H. Lawrence, Mass. St. Louis, Mo. 
Affiliated: DOMINION WOOD HEEL CO., Montreal and Quebec, Canada 
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Stimulated Buying Advances Hide Prices 





Increased Business and Low Hide Stocks Chief Reasons for 
Strong Market—Raw Stocks Lowest in 17 Years 


New York—Increased leather book- 
ings with shoe manufacturers stimu- 
lated tanner buying in the Chicago 
packer market to advance hide prices 
from one-half to three-quarters of a 
cent last week. 

Volume of business was good, al- 
though somewhat under a week’s pro- 
duction, and the packers remained in 
a well sold-up position. 

The increased leather business, par- 
ticularly in sole leather, and low stocks 
of hides were cited as the two chief 
reasons for the strength of the market. 

Raw hide stocks in all hands at 6.3 
months’ supply are the lowest in the 
17-year records of the Commodity Ex- 
change. The packers during the week 
sold hides of November and December 
salting. 

Light native cowhides sold at 14% 
cents per Ib., up % cent from the previ- 
ous week. Branded cowhides and na- 
tive steerhides advanced % cent. 

A Big-3 packer said that dealers 
who normally buy foreign calfskins 
were buyers at his plant because of in- 
ability to obtain supplies from abroad. 
Chicago packer heavy northern calf- 
skins traded at 26 cents per Ib., up one 
cent on the week and within 2 cents 
of the war-time top. 


South America 

European and American dealers con- 
tinued good buyers in the Argentine 
markets and last prices at Buenos 
Aires were the equivalent of 14 1/6 
cents per Ib. for frigorifico heavy stand- 
ard steerhides, up % cent. At week- 
end the stocks were depleted, according 
to private cables from Buenos Aires. 

As sole leather tanners experienced 
better inquiry, the price structure was 
firm at 35 to 36 cents per Ib. for crops, 
but leather prices generally were un- 


changed. Nevertheless, reports per- 
sisted in the trade of bookings of ship 
space for leather shipments to England. 
The report was-not confirmed and the 
trade discounted the quantities men- 
tioned. 

It was confirmed, however, that the 
allied governments’ purchasing agency 
was asking for bids on army shoes. The 
advances of 2% to 10 cents per pair in 
wholesale shoe prices obtained at the 
volume shoe manufacturers show in 
New York last week was considered in 
the trade as less than expected. Indeed, 
some sales were reported at steady 


prices. 
Hide Futures 

Hide futures on the New York Com- 
modity Exchange advanced for the 
third successive week. Strength in 
other commodities, dealer hedge lifting 
against resales in the actuals market, 
short covering by professional traders, 
and reports of the leather export busi- 
ness all influenced the advance in fu- 
tures of from 30 to 59 points. Those 
advances were less than the one-half 
and three-quarter cent rises in actual 
hides and consequently hide dealer 
hedge selling was checked. 

The Commodity Exchange this week 
reported slaughter of cattle under fed- 
eral inspection during November at 
837,311 head. This compares with 
893,070 head in October and 858,187 in 
November, 1938. For the eleven 
months of this year, Federal inspected 
slaugter has totaled 672,895 head or a 
monthly average of 788,445. This com- 
pares with a total of 9,018,470 during 
the like period of 1938 or a monthly 
average of 819,861 head. The lighter 
kill this year indicates a disposition on 
the part of farmers to build up their 
herds. 


Kimball Heads 
Fort Service Shoe Co. 


RocHEsTer, N. Y.—Foot Service 
Shoe Company, Inc., has been incor- 
porated in New York State for the pur- 
pose of marketing a line of high grade 
men’s, women’s and children’s feature 
shoes. These shoes are being built with 
a patented feature intended to support 
weak or pronating feet. 

Edward L. Kimball, formerly gen- 
eral manager and treasurer of Orth- 
opedic Shoes, Inc., is president and 
general manager of the new company 
and is in charge of the selling activities 
of a new sales force now in the field. 


Senator Walsh to Address 
Boston Shoe Club 


Boston, Mass.—Senator David I. 
Walsh, senior senator from Massa- 
chusetts, will be the guest speaker at 
the next meeting of the Boston Boot 
and Shoe Club, to be held at the Cop- 
ley Plaza Hotel on December 20. Sena- 
tor Walsh will discuss “Naval Defences 
of the United States,” on which subject 
he is an authority because of his posi- 
tion as Chairman of the Senate Naval 
Committee. A reception will precede 
the dinner which will be presided over 
by the club president, Francis B. Mas- 
terson. 

It is announced that any meniber of 
the New England shoe and leather in- 
dustry who wishes to attend may do so 
by sending a request for a guest ticket 
—$2.50 per plate—to Maxwell Field, 
Secretary, at 210 Lincoln Street, Bos- 
ton. 


Named Health Spot Manager 


Detroit, MicuH.—Edward DeLargy 
has been appointed manager of Mich- 
igan Health Spot Shoe Stores, Inc., 
2009 Park Ave., Detroit. Mr. DeLargy 
came here from St. Louis where he was 
also manager for Health Spot Shoe 
Stores. 
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80 Styles Shown in Antique Promotion 
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Each model in this dramatic window promotion of antiqued men’s shoes was num- 
bered so that selection was made easier and customers could ask for the particular 
styles that caught their eye. 


St. Louis, Mo.—That browns and 
tans will take their deserved piace in 
the merchandising picture for this 
locale for Winter wear was demon- 
strated, recently, when Boyd’s-Richard- 
son store at Sixth and Olive Streets, 
here, reported one of the biggest sell- 
ing weeks in the history of the men’s 
shoe department. 

With other stores playing black shoes 
heavily, Harvey Kopp, buyer at Boyd’s, 
huddled with his window display man, 
A. C. Raining, on an idea to utilize 
the corner window at Sixth and Olive 
Streets to the best possible advantage. 
From the conflab came a window titled: 
“Bootmaker Finishes His Fall Line.” 

As a centerpiece in the wide window 
a copy of an old-time cobbler’s maple 
workbench was perched on a six-inch 
platform. Around the window were 
stool-high benches on which were dis- 
played more than 80 pairs of brown 
and tan men’s shoes. Shoes were also 
spread out on the floor, along with four 
large leather hides, to put an additional 
realistic touch to the display picture. 
On the workbench was placed lasts, 
patterns and old-fashioned cobbler’s 
tools. The black-carpeted flooring set 
the tan and brown shoes off to good 
advantage. 

“While our customers know an old- 
fashioned cobbler didn’t make these 
shoes,” Mr. Raining explained, “still, 
we felt that this dramatic method of 
putting over a telling story was a good 
one, and we played it to its full limit.” 

To make selection from the vast as- 
sortment of displayed footwear easier, 
each model bore a definite number. 
Kopp reported that one individual came 
into the shoe department with eight 
numbers noted on a scrap of paper and 
wanted to see them all. (He bought 
three pairs.) 

Of the shoes displayed 60 per cent 
were antique-treated, although the cus- 
tomer was informed that he could have 
the antique treatment on any of those 
shoes not falling in this classification. 

Black tape striping across the face 


of the windows added an extra touch 
to the complete display and gave the 
impresssion of paneled windows. 

Store display of the brown and tans 
tied up with the window, Mr. Kopp ex- 
plaining that the “second punch” in 
keeping interest at a white heat when 
the customer gets into the store, is al- 
ways needed to clinch a sale, and that’s 
why the same models were displayed 
on convenient displays. 

“Seeing the footwear in the window 
is a strong merchandising point,” Mr. 
Kopp asserted, “but the buying interest 
is always quickened when a customer 
can walk into the store and lay his 
hand right on the model he likes.” 


1940—Fair and Larger 


[CONTINUED FROM PAGE 24] 


tional reputation will discuss business 
and world events, affecting everyone. 

Sponsored jointly by the National 
Boot and Shoe Manufacturers Associa- 
tion and the National Shoe Retailers 
Association, the 1940 National Shoe 
Fair surpasses all shows in size, num- 
ber of lines represented and attendance 
of buyers. Buyers from everywhere 
have already reserved rooms. The list 
is not confined to one type, but includes 
independent stores, department stores 
and chain groups. 

Our early prediction that the 1940 
Fair will be the greatest of the Fairs 
is not only becoming a reality, but cur- 
rent indications are that our optimistic 
attitude of the few past months will be 
surpassed. 

For the shoe manufacturer the Fair 
is the once-a-year event where his line 
may be exhibited before more buyers, 
than could possibly be shown at any 
similar event. 

For the buyer, it offers an oppor- 
tunity to see the most representative 
lines of the nation, in one visit, in one 
city, under one roof. 

To both manufacturers and buyers 
the National Shoe Fair heralds an in- 


vitation to participate in the “March 
Of Lines Into ‘40’”. 


Look for Excellent 
Winter Sport Business 


DENVER, COLO.—Men’s Winter sport 
shoes and shoe skates should have an 
excellent call throughout the state this 
year, according to present indications. 

With the opening of one of the finest 
ski courses in America at West Portal, 
Colo., near here, Denver is expected to 
become a center of nation-wide Winter 
sport activities. Both the Burlington 
and Union Pacific railroads have an- 
nounced that they will advertise Colo- 
rado as a Winter sports center and will 
run special ski or snow trains into this 
territory. This activity will unques- 
tionably greatly increase the demand 
for both men’s and women’s ski shoes. 

Development of improved ice-skating 
facilities in many parts of the state is 
also expected to increase the sale of 
shoe skates. Denver did well with shoe 
skates last year due to the availability 
of all-Winter skating at Evergreen, a 
mountain lake only a short distance 
from the city. At Colorado Springs, 
epening of a large ice palace at the 
Broadmoor Hotel, where exhibitions by 
famous skaters were given, had an even 
more far-reaching effect. 

It is not known just how many reg- 
ulation shoe stores and departments 
will capitalize on this increased interest 
in Winter sports activities. Feltman 
and Curme will certainly be strongly 
entrenched in the ice skate field, as they 
took the lead in featuring that line last 
year. Department stores are expected 
to feature shoe skates heavily, and 
certain ones of them will undoubtedly 
do a good deal with ski shoes. It is ex- 
pected that a good many of the exclu- 
sive shoe stores will follow this lead. 


Chambers Joins Mishawaka 
Rubber & Woolen Mfg. Co. 


MILWAUKEE, Wis.—G. P. Chambers 
has resigned as manager of the Ground 
Gripper & Cantilever Shoe Shop in 
downtown Milwaukee to join the Misha- 
waka Rubber & Woolen Manufacturing 
Co., Mishawaka, Ind. 

John Ebert, formerly assistant man- 
ager of the store, has been promoted 
to manager. Mr. Chambers has served 
as a director of the Milwaukee Sho« 
Retailers Association and has been ac- 
tive in the organization during the past 
several years. 


Joins A. H. Stein Co. 


New YorK—Al Rice, formerly of 
Rice-O’Neill and Wolff-Tober, has now 
joined the A. H. Stein Co., manufac 
turers of $4 and $5 shoes. This com 
pany is concentrating on shoes fo: 
Growing Girls in sub-deb types whic! 
are youthful in pattern and heel height 
but sophisticated enough in treatmen 
to please the ’teen age miss. 
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Dates to Remember 


National Shoe Fair, Hotel Stevens, 
Chicago Jan. 2 to 5, 1940 
Annual Convention National Shoe 
Travelers Association, Morrison 
Hotel, Chicago, Ill...January 5, 6, 1940 
Charlotte Shoe Show, Hotels Charlotte 
and Selwyn, Charlotte, N. C. 
Jan. 7, 8, 9, 1940 
25th Annual Convention and Exposi- 
tion, Northwestern Shoe Retailers 
Association, Hotel Radisson, Minne- 
apolis, Minn. ....January 7, 8, 9, 1940 
Annual Michigan Shoe Fair, Michigan 
Retail Shoe Dealers and Michigan 
Shoe Travelers Association, Hotel 
Statler, Detroit, Mich. 
January 7, 8, 9, 1940 
Texas-Oklahoma Retailers and South- 
western Shoe Travelers Joint An- 
nual Convention, Texas Hotel, Fort 
Worth, Texas..January 7, 8, 9, 10, 1940 
Annual Dinner and “Get Acquainted 
Night” Buffalo Shoe Retailers As- 
sociation, MacDoel’s Restaurant, 
Buffalo, N. Y. ........ January 17, 1940 
26th Annual Convention Middle At- 
lantic Shoe Retailers Association, 
Benjamin Franklin Hotel, Philadel- 
phia, Pa January 21, 22, 23, 1940 
Shoe Style Show, Buffalo Shoe Trav- 
elers Association, Buffalo, N. Y. 
January 28, 29, 1940 
Official Opening of American Leathers 
and Style Conference for Fall, 1940, 
Waldorf-Astoria Hotel. New York. 
April 1, 2, 1940 
Annual Convention Pacific North- 
west Retail Shoe Dealers Associa- 
tion, Spokane, Wash. 
June 2, 3, 4. 5, 1940 
17th Annual Shoe Buyers’ Week, In- 
diana Shoe Travelers Association, 
Claypool Hotel, Indianapolis, Ind. 
January 14, 15, 16, 1940 
Annual Convention California Shoe 
Retailers Association, St. Francis 
Hotel, San Francisco, Calif. 
June 9, 10, 11, 12, 1940 


Slippers Selling in Volume 
In Pre-Christmas Business 


Cuicaco, ILL.—Proof that there is 
large volume business in slippers is 
being registered this season in the 
Marshall Field & Co. basement shoe 
section. More than a third of the 
regular department has been devoted 
to display of slippers of all types in- 
cluding men’s, women’s and children’s. 
All chairs and other fixtures have been 
removed from the central portion of 
the section which is now surrounded by 
a series of tiered racks. Slippers are 
placed on these racks so that they can 
be easily handled and examined by the 
customers who have plenty of room to 
walk back and forth through the sec- 
tion. Also for convenience in shopping, 
slippers have been arranged both by 
types (such as boots, scuffs, etc.), and 
also by price ranging in groups from 
$1 to $1.25 up to $3.25 to $5.75. 


Leipzig Fair March 3-10 


New YorK — Following its regular 
schedule, the Leipzig Trade Fair will 
be held from March 3 to 10, 1940. More 
than a score of countries will send their 
newest art and industrial products. The 
Technical Division of the Fair will as 
usual be the great clearing house for 
every form of machinery, and will in- 
clude the newest agricultural equip- 
ment. A new building has been added 
to the 42 great structures already in 
use, making available over 4,000,000 sq 
ft. of exhibition space. The Spring 
Fair will be the nineteen hundred and 
eighty-third session of the historic ex- 
change which has been held without 
interruption for more than 700 years. 
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Peschke Store in New Location 


MILWAUKEE, Wis.—The Peschke Shoe 
Store, operated by Clarence Peschke 
and located at 1518 W. Vliet Street for 
the past 11 years, has moved to more 
modern quarters at 2204 W. North 
Avenue. 

William F. Wuerl, secretary-trea- 
surer of the Milwaukee Shoe Retailers 
and the Wisconsin Shoe Retailers’ As- 
sociations, is manager of the store. Both 
men have been associated with the re- 
tail shoe business in Milwaukee for 
many years. The shoe store handles a 
complete line of shoes for all members 
of the family. 


Opens Second Children’s 
Store in Chicago 


Cuicaco, ILt.—Norman Rosenzweig 
has opened his second novel exclusive 
children’s shoe store, known as Kiddy 
Kicks, at Devon and Western, outlying 
shopping section, duplicate of the store 
at 1236 E. 53rd. 

Built to appeal directly to the chil- 
dren, large life-size mechanical figures 
which move their arms and legs have 
been installed along the side walls. 
Figures represented are Buck Rogers, 
Donald Duck, Mickey Mouse, Red Rid- 
ing Hood, and Pop Eye. In the rear 
of the store is another mechanical dis- 
play which enacts the story of Humpty 
Dumpty. The lower wall is lined with 
wood, fashioned to resemble huge build- 
ing blocks some of them hearing the 
letters of the alphabet and the others 
pictures of toys and animals. The bor- 
der around the top of the room is done 
in blue and red and depicts scenes from 
a circus parade. 





Radcliffe Boot Shop 
In New Location 


CuHIcaGo, ILL.— The Radcliffe Boot 
Shop which has been located on the 9th 
floor of the Stevens Building for the 
past 19 years has recently moved to a 
ground floor location at 53 E. Madison. 
The shop, dealing in corrective and 
semi-corrective shoes, is now in the 
heart of the Madison Street health 
shoe row, now the home of ten stores 
of this type. New fixtures and a new 
front have been added to the store. 

Adolph Weinstein, who has been in 
the retail shoe business in Chicago 
since 1895, is owner, and his son, Ira, 
has been associated with him in the 
business for the past five years. 


Douglas Dallas Store to Move 


DALLAS, TExaAS—W. L. Douglas Shoe 
Company will move on January 1 from 
its present location, 1212 Elm Street, 
to the corner of Main and Field 
Streets. The new location gives more 
display space and is located on a 
prominent corner. 


Attractive Christmas Men’s Shoe Display 


Baltimore, Md.—This attractive and unusual display of men’s shoes was used 


recently by Hochschild, Kohn & Company, department store here. 
cational value, as well as being of interest to passersby. 


It had edu- 
Nathan Schenthal is 


shoe buyer for Hochschild, Kohn & Co. 
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Shoe Department Dons Holiday Trim 


Pa.—The main floor shoe department of the Wm. F. Gable Company, 


Altoona, 
here, in ite Christmas dress. 


Colorful hangings on the pillars, and Christmas 


decorations in the shadow boxes lend a distinct atmosphere of gaiety to this 
department. C. L. Brunner is buyer and department manager. 





Hollywood Footnotes 
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rather lose her eyelashes than those 
frayed and stained slippers. The of- 
ficers are combing through some 900 
pairs of ballets in the wardrobe depart- 
ment that were worn during the film- 
ing of “On Your Toes.” So far, no 
luck. 

This from the M-G-M lot, showing 
the big-heartedness of Eleanor Powell. 
Personally visiting the set of “Dancing 
Co-Ed,” the dancing star asked Lana 
Turner, who plays the leading réle, to 
accept the famous Powell dancing slip- 
pers which were first worn when she 
stepped to screen fame in “Broadway 
Melody.” “These are for your, Lana,” 
Eleanor said, “may they bring you the 
luck they did me.” 

John Garfield is beginning to worry 
about what will happen when his lucky 
shoes wear out beyond repair. They’re 
the brown oxfords he wore when he 
signed his film contract with Warner 
Bros. and came to Hollywood from the 
New York stage. He has managed to 
wear them for at least a few scenes 
in each of his pictures, even “Juarez.” 
The latter being a costume film, he had 
to sneak them in on a couple of long 
shots where his feet didn’t show. 
Scuffed, battered and past the redemp- 
tion of shines, the shoes are ideal for 
the character wardrobe in Garfield’s 
current picture, “Dust Be My Destiny” 
in which he plays a peniless “nobody.” 
He’s wearing them in every scene and 
hopes they'll continue to bring him a 
lot of luck. 

* . . 

Want to hire some experienced shoe 
factory help? In the sequence of “City 
of Lost Men” convicts are shown at 
work in a prison shoe factory. Some 
of the extras and stars turned out 
fairly wearable slippers. John Garfield 
is actually wearing the pairs he made. 

= > = 

Carole Lombard and Cary Grant 
were rehearsing an intimate love scene 


for RKO Radio’s “Memory of Love” 
which requires them to speak~in very 
subdued voices. Sound man reports, 
“Something squeaking, off and on, like 
mice, kinda.” Cameraman vouched for 
noiselessness in all his machines. Again 
Carole strokes Cary’s fevered brow— 
he’s supposed to have pneumonia. He 
takes her hand saying, “I always 
wanted to wake up like this —” “It’s 
still squeaking,” interrupted the sound 
man. “Maybe my voice is changing,” 
suggested Cary. Carole giggled. More 
takes—more squeaks until Carole 
finally spots director John Cromwell’s 
shoes in which he had slipped a pair 
of innersoles. When the director re- 
turned from lunch he found awaiting 
him a pair of huge rubber boots, from 
Carole with a card reading, “QUIET!” 


G. J. Marott Honored 
By Dinner 

INDIANAPOLIS, IND.—Employees of 
the Marott Shoe Store, here, widely- 
known shoe manufacturers from vari- 
ous parts of the country and represen- 
tatives of the business and professional 
life of the city joined recently in pay- 
ing tribute to George J. Marott at a 
double anniversary dinner. The affair 
celebrated the firm’s 55th anniversary 
and was a preobservance of Mr. Mar- 
ott’s 81st birthday, December 10. 

Shoe manufacturers who have been 
associated with Mr. Marott for many 
years supplying the store with its prod- 
ucts, came by airplane, train and auto- 
mobile and all made brief talks. They 
included H. C. Freeman, first vice-presi- 
dent of the Freeman Shoe Corporation, 
and Phil Murkland, also of the same 
company, both of Beloit, Wis.; Walter 
T. Dickerson, president of the Dicker- 
son Shoe Company, Columbus, Ohio; 
Charles G. Shriner, also of Columbus, 
secretary of the Dickerson firm; W. B. 
Hatcher, St. Louis, sales manager of 
Roberts, Johnson & Rand; A. B. 


Fletcher, St. Louis, vice-president of 
the International Shoe Company; Bert 
Marrer, Rockland, Mass., of the E. T. 
Wright Company; George Tovey, In- 
dianapolis representative of Roberts, 
Johnson & Rand, and Lee Majur, In- 
dianapolis, representative of the Queen 
Quality Shoe Company. 


Big Play for Christmas 
Slipper Business 


Fat. River, Mass.—Keeping pace in 
a big way with the increasing slipper 
business, McWhirr’s street floor shoe 
department, under the management of 
Oscar Dube, is displaying approximate- 
ly 450 pairs of all kinds of slippers, 
this number being actually displayed, 
out of the boxes, either on table or 
wall displays. 

In addition to this number Mr. Dube 
has several hundred pairs of slippers 
in the department in boxes. 

Slipper business is ahead of last 
year, according to Mr. Dube, who is 
unable to quote percentages due to a 
store policy. 

Commenting upon the present status 
of the slipper business, Mr. Dube says, 
“Slipper business is more tricky than 
the shoe business because there is the 
added problem of a great many colors 
and more styles. And there is the fur- 
ther problem that today slippers must 
fit. 

“There was a time when almost any 
pair of slippers answered for fit but 
not today—slippers must fit perfectly. 
For that reason we are continually 
stocking and selling this merchandise 
in a greater variety of lengths and 
widths, until at present we have prac- 
tically every size to fit any demand. 
Too many shoe retailers are passing 
up profitable slipper business because 
they still think a few representative 
sizes will answer but they will not 
under present conditions.” 

Further than that, Mr. Dube be- 
lieves most retailers plug away at lines 
that are too low in price, represent- 
ing a lower profit, whereas they should 
emphasizes better quality. In many in- 
stances, according to this manager, it 
is business, not consumers, that makes 
price consciousness. For that reason, 
Mr. Dube and his sales staff isn’t 
afraid to show and sell slippers up to 
five dollars, in spite of the fact that 
this city is one in which textiles of 
uncertain employment conditions pre- 
dominate. 


Rutherford Transferred to 
Montgomery Store 


MonTGOMERY, ALA.—O. W. Ruther 
ford, formerly with the Shreveport, 
La., Newstadt Shoe Store, has arrived 
here to take over the managership o/ 
the Montgomery store of the sam: 
chain, located in a leased departmen' 
of the Al Levy ready-to-wear store 
Mr. Rutherford succeeds Russell Dick 
inson, who has been transferred to Lake 
Charles, La. 
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BY APPOINTMENT TO 


Curtis-Stephens-Embry, manufacturers of qual- 
ity shoes for girls, have been licensed to make 
the Official Girl Scout Shoe, according to speci- 
fications set by Girl Scouts, Inc. These shoes, 
made over the original Girl Scout lasts with 
original Girl Scout patterns, will be carried in 
complete size runs from 12!/2 misses’ (for the 
Brownie Scout) to 12 growing girls’ (for the 
Senior Scout). 


Backed by the solid reputation of the Curtis- 
Stephens-Embry Company, and carrying the 
official authorization of Girl Scout headquor- 
ters, these shoes will mean more sales and 
more profits for you. Be sure to see them in 
Rooms 757-759 at Hotel Stevens, Chicago, dur- 
ing the National Shoe Fair. And be sure to 5 
avail yourself of the advantages of an alert 


+ " } stock service on these business builders. 
ob A / x ce 


CURTIS - STEPHENS - EMBRY COMPANY, inc. 


READING PENNSYLVANIA 





TO 
BUY 


Skating Shoes 


BROOKS 
ICE SKATING 
OUTFITS 
The Finest in America | 
Write for | 
Catalogue & Price List 


BROOKS SHOE MFG.CO. 
Swansen & Ritner Sts. 
Philadelphia 


Selita erie 


Inner Soles and Counters 


Sa eile cele nahin diet 








“CAN INNERSOLES 
MAKE THAT MUCH 
DIFFERENCE?” 


INNERSOLES - COUNTERS - WELTING 
EDGAR S. KIEFER TANNING CO. 


Sales: Chicago, 223 W. Lake St. Boston, 42 Lincoln St. 
TANNERIES AT GRAND RAPIDS, MICHIGAN 








Crawford Store Adds New 


Shoe Department 


Cuicaco, Int.—A modern first floor 
shoe department has been included in 
the remodeling program of the Craw- 
ford Department Store, large neighbor- 
hood department store at 2509 W. Dixon 
Avenue. Women’s shoes to retail from 
$4 to $6.50 have been added to the de- 
partment for the first time. The new 
section containing 24 chairs is a salon 
type department with all stock hidden. 
Men’s and children’s shoes, formerly 
located in the basement, are also a part 
of the new nt. 

David B. Kotz, who formerly had his 
own business in Waukegan, and was 
also assistant manager of the shoe de- 
partment for Charles A. Stevens Co., 
is in charge of the new department. 
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NEW... 
Baby Sijapers 


Put the Customer in 
Your Window 
[CONTINUED FROM PAGE 17] 


object without thinking how the object 
will affect him. 

Successful apparel salesmen learned 
long ago that they greatly increase 
their chances for making a sale when 
they induce the customer to try on the 
garment. There is nothing subtle about 
this selling method. In a very direct 
way the salesman has caused the cus- 
tomer to associate himself with the 
merchandise. Under these cirecum- 
stances no great amount of imagina- 
tion is required on the part of the 
prospect to see what the garment will 
do for him. He can feel and see how 
the article will affect his comfort, ap- 
pearance and probably his prestige. He 
has become a willing star in the store’s 
sales drama. 

In the same manner but by slightly 
different methods your windows can 
sell merchandise. Instead of a sales- 
man’s spoken words, good sign copy 
coupled with correct background set- 
tings will silently and dramatically 
tell the customer what the clothing will 
do for him. 

Show card and sign copy should be 
informative, brief and couched in the 
words of a good salesman. 

Settings (broadly speaking) should 
provide a background which dramatize 
the fashion and utility of the merchan- 
dise. 

The two sketches for resort wear dis- 
plays show the type of settings that 
can induce the pedestrian’s imagina- 
tion, to make the first hurdle into your 
window and on into activities which 
pleasantly associate him with your 
merchandise. 


Joyce Patent Upheld 


Los ANGELES, CAL.—Judge Leon R. 
Yankwich of United States District 
Court for the Southern District of Cali- 
fornia recently handed down a decision 
in the case of Joyce, Inc., against Her- 
mal Shoe Co. for alleged infringement 
of patent. The decision of Judge 
Yankwich sustained the Joyce patent 
No. 2,067,963 issued January 17, 1937, 
covering a shoe construction of which 
a characteristic feature is the visible 
mid-sole unit covered with fabric or 
leather. 

In the same decision Judge Yankwich 
ruled that the Hermal shoe construc- 
tion is not an infringement of the Joyce 
patent because of certain essential dif- 
ferences in the two methods of con- 
struction. 


L. Hyman Co. Moves 
To Larger Quarters 


New York—Because of greatly in- 
creased volume of business, particularly 
in their Controlastic Division, L. Hy- 
man Co., has found larger space neces- 


sary. 
The firm mills its own Controlastic 














IDEAL FoR CHRISTMAS 
SELLING .. . 


If slippers for grownups sell best. 
at Christmas, why not slippers for 
bables? They will if you show 
these new Ideals, for their dainty, 
colorful beauty is bound to attract 
sales, especially when packed in 
the new transparent boxes. Shown 
is No. 1243, of Fine Felt in Pink, 
| Blue, Red, Royal Blue and Tan, 





with Intermediate sole. 3 to 8, with 
chicken applique trim. Order early 
and amply. 


| MRS. DAY'S 


IDEAL BABY SHOE CO. 
DANVERS, MASS. 





cloth for swim suits and shoes; looms 
hat linings; weaves tie fabrics and 
makes prints and novelty fabrics for 
the dress trade. 

The company invites all its old 
friends and new to inspect the new of- 
fices on or about January 1. 


Leather Discussed in 
Radio Interview 


New York—Leather and its scores 
ef uses were discussed over the radio 
when Kate Arlene Goldstein, fashion 
director of A. C. Lawrence Leather Co. 
was interviewed over station WHN in 
New York. 

Timely leather items for Christmas 
were listed in this broadcast when Miss 
Goldstein described new fashions in 
suede and shearlings. Age old uses for 
leather were contrasted with modern 
uses. A résumé of Spring shoes was 
given in this all-leather broadcast. 


Open Sales Headquarters 
On Coast 


Los ANGELES, CALIF. — Permanent 
sample rooms in the Hotel Lankershim 
have been taken by W. A. Baumann 
representative in New Mexico, Nevada 
and California for the Fortune line o! 
shoes, and by Harry Bandy for th: 
Jarman line. The latter covers th 
Southern California territory. 
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Women's Shoes 


~ 


oo ee 


The patented Throat Opera 
IN-STOCK - ALL LEATHERS 


no slipping © 
ae geping o 
special pump 
Widths AAAA-C. 
Sizes 1-10. $2.35 
Send for In Stock Folder. 
M. J. SAKS SHOE CORP. 
2 Duane St. New York City 





Pe ee eR SORES 
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Custom Built Shoes 


Oe OF, OF OF 


“WHERE CAN I GET THIS 


, SPECIAL PAIR 


MADE UP?” 
y 
bee. 


AT COLE, ROOD AND HAAN 


Our equipment in bench and custom shoes 
is so flexible thet we can promptly toke 
core of your “specials” 

END US YOUR 


+ want to bot 


512** to ‘40°*— or let us quote you 








See our exhibit of 


HAND SHOE MAKING 
Rooms 749-750 Stevens Hotel 
During the National Shoe Fair 





W. F. Chernin Named 
Given Manager 


ALBUQUERQUE, N. M.— William F. 
Chernin has been appointed new man- 
ager of the Given Bros. Shoe Store 
here. Mr. Chernin has been with the 
Given Bros. El Paso store for the past 


25 years. 





Co-Chairman of 
Red Cross Drive 


New YorkK—Samuel G. Staff, presi- 
dent of Julius Grossman Shoes, Inc., 
has been elected co-chairman of the 
Shoe Division of the Leather Industry 


SAMUEL G. STAFF 


for the New. York Chapter of the 
American Red Cross Committee. There 
is a drive on now for new members and 
contributions. 


Kaltenborn to Speak 
At Shoe Mfgrs. Meeting 


New YorK—The Board of Directors 
of the National Boot and Shoe Manu- 
facturers Association again extends an 
invitation to all shoe manufacturers, 
both non-members and members of the 
association, and to all wholesalers and 
retailers, to attend the annual meeting 
of the association, to be held at luncheon 
in the Grand Ballroom of the Stevens 
Hotel, Chicago, Thursday, January 4, 
i940, at 12:25 P.M. 

In accordance with the usual policy 
of the association at such affairs con- 
ducted under its auspices, guests may 
depend upon the luncheon being served 
promptly at 12:25. The first course 
will be on the table at that time, in 
order that the speaking and business 
session immediately following the 
luncheon may be concluded at 2:45 p.m. 

In addition to Mr. Kaltenborn’s ad- 
dress, Frederick A. Miller, Chairman 
of the Board of Directors, will deliver 
his annual address; Jay O. Ball, presi- 
dent, will give his annual report; and 
Miss Ruth S. Freeman, secretary of 
the association, will give a brief re- 
port of the activities of the association 
during the past year. 

The officers of the association will 
condense their reports, in order to give 
ample time for Mr. Kaltenborn’s ad- 
dress; and it is believed that the se- 
lection of such an outstanding authority 


[39] 


on national and international affairs 
as Mr. Kaltenborn, will materially in- 
crease interest and attendance at the 
meeting. 

The tables at the luncheon meeting 
will seat eight; and in view of the fact 
that reservations and arrangements for 
this luncheon will be made from the 
association’s New York office, last min- 
ute additional seats to assigned tables 
or cancellations cannot be made. It is 
therefore suggested that those who wish 
to reserve tables should send in their 
checks promptly. 

Luncheon tickets will be $1.00 each, 
the amount charged by the hotel for 
the luncheon. Checks should be mailed 
to the National Boot and Shoe Manu- 
facturers Association, Chrysler Build- 
ing, New York City, in order that 
proper reservations may be made. 
Reservation form and self-addressed, 
postage-paid envelope are inclosed for 
your convenience. 


Merchants Agree to Defer 
Christmas Displays and Ads 


PROVIDENCE, R. I.—Attacking several 
evils of the Christmas merchandise sea- 
son, The Retail Trade Board of the 
Providence Chamber of Commerce has 
recommended that all members defer 
advertising or window-displaying of 
gift or Christmas merchandise until 
one day before Christmas. This ruling 
has been well accepted by members be- 
cause, if followed, it will remove the 
unfair competition which exists when 
stores entice holiday shoppers early in 
the season with big mark down events. 

Another recommendation is that gift 
merchandise, for exchange, shall be 
accepted only during the seven days 
after Christmas, regardless of the date 
of purchase. Merchandise may be re- 
turned only in exchange for other mer- 
chandise and may not be credited to 
the account of the person receiving the 
gift. 

During the holiday season stores will 
open at 9.30 A. M. and close at 6 P. M., 
including the period from Dec. 11-23, 
inclusive. 

The Board also suggests that mem- 
bers subscribe to none of the so-called 
good-will advertising solicitations, un- 
less solicitors show the Blue Card, indi- 
cating endorsement by the Board. The 
Board gives no endorsement for pro- 
gram advertising and otherwise at- 
tempts to minimize the solicitation of 
gifts and advertising by various church 
and charitable organizations. 


R. J. Krogh Opens 
Kenosha Store 


KENOSHA, Wis.—R. J. Krogh, for- 
merly manager of the R-K Shoe Store 
in Racine, Wis., has opened the Krogh 
Shoe Store here at 2411 Sixtieth Street. 
The new shop carries a complete stock 
of shoes for women, men and boys, and 
a section of children’s shoes, 
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Children's Shoes 


60 Oe Fe ee Or Oe Ore 


Dr. C. A. Haines 
Shoes for Children 


IN STOCK 


“= 


co., Mfrs. 
Chicago 


SUPERIOR SHOE 
508 S. Peoria St. 


See our complete line on display, 
Room 8154 and 8304, Stevens Hotel, 
during the National Shoe Fair. 


OO OO Oe oe Oe 


Riding Boots 
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Dancing Shoes and Taps 


FLEXIBLE TAP DANCING SHOES 
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Basic Rules for Children’s Shoe Selling 


[CONTINUED FROM PAGE 21] 


hand and what has sold will tell a mer- 
chant what sizes he MUST have in 
order to exist. 

A buyer who is “size crazy” and not 
“style crazy” has an additional chance 
for extra business. A correctly fitted 
shoe is much more important to a cus- 
tomer of a small store than some pat- 
tern or color that is in the current high 
style trend. However, it must be under- 
stood that the right size must be in a 
style that is of the present season’s ac- 
cepted mode and not any old bat that 
has been on the shelves for a long, long 
while. 

The small retail shoe man is faced 
with strong competition today, so must 
apply himself that much more to his 
business in order to keep his head above 
water. The following ten rules can be 
applied to almost anyone: 

1. Take care of your own business; 
that’s the only one that pays you. 

2. Be friendly with your neighbor, 
even though he is a competitor. 

3. Watch your competitor’s windows 
and talk with him on his stock so as 
to make sure you don’t buy anything 
that may be of a competitive nature, 


thus avoiding chances of price cutting 
and disagreements. 

4. Be courteous to everyone entering 
the store, whether they want to sell, 
buy or are just looking. 

5. Let the customer do the talking. 
One will win her confidence just that 
much faster. 

6. Never boss the employees, as it 
will get them upset and their mind will 
not be on their work; consequently the 
store will be the loser. 

7. Ask employees to do things, do not 
tell them. Salespeople who have to be 
told all the while are not good assis- 
tants. 

8. Give the employees a little time off 
with pay. Too many of the small stores, 
with their long hours and multiple 
duties, fail to realize the necessity of 
giving their people time off. 

9. Never cry about business being 
bad because no one will pay your bills 
for you anyway. Friends have other 
uses for their shoulders than to have 
you cry on them. 

10. Don’t talk shop after leaving the 
store. Try to enjoy yourself and your 
family life. The next day will be so 
much better. 





Obituaries 


Buford H. Jones 


AusuRN, N. Y.—Buford H. Jones, 
president of Dunn & McCarthy, Inc., 
women’s shoe manufacturers, was found 
dead December 7, in the bathroom of 
his home. Cause of death was a gun- 
shot wound and the circumstances, to- 
gether with the finding of a shotgun on 
the floor, caused the acting coroner to 
report the shooting as a suicide. 

A native of Dallas, Tex., Mr. Jones 
had been engaged in the shoe business 
all his adult life. For many years he 
was connected with Thompson-Crooker 
Co., shoe manufacturers, of Boston. He 
came here in 1928 as sales manager of 
Dunn & McCarthy, later being pro- 
moted to vice-president and then presi- 
dent. 

Mr. Jones was elected a vice-presi- 
dent of the National Boot & Shoe Man- 
ufacturers’ Association in 1938, after 
having been a director for several 
years. 

Much of Enna Jetticks success is 
attributable to Mr. Jones’ untiring ac- 
tivities. His keen understanding of 
business conditions and human rela- 
tions was a priceless asset and his 
friendly, genial nature was an inspira- 
tion to every one who had the privilege 
of knowing him. Few men, if any, had 
as far-reaching an acquaintanceship in 
the shoe industry as did “Buford,” as 
he was popularly called. He was a good 
friend to all in the finest sense of the 
word, and had the respect of his asso- 
ciates and competitors alike. His pass- 


ing comes as a profound shock to his 
host of friends in every walk of life. 

Recent contact with Mr. Jones’ as- 
sociates in Auburn reveals that innu- 
merable expressions of regret are 
arriving by every possible means of 
transmission from every nook and cor- 
ner of the nation. 

Burial was on Sunday, December 10, 
in the town of his boyhood, Pulaski, 
Tenn. 

Surviving relatives in addition to 
Mrs. Jones are two brothers, Lawrence 
M. Jones of Auburn and William Jones, 
a resident of England, and a sister, 
Mrs. Leroy Springs of New York City. 


Murray E. Allen 


LEWISTON, Me.—Murray E. Allen, 
64, manager of the Auburn office of 
the United Shoe Machinery Company 
since 1913, and connected with the cor- 
poration 35 years, died recently at the 
Central Maine General Hospital. 

A native of Marlboro, he was grad- 
uated from Bryant & Stratton and was 
employed by the U. S. M. C. in Boston 
and Brockton before coming to Au- 
burn. He leaves a wife, a son, Ervin, 
and two daughters, Mrs. Isabel L. Nor- 
ris and Miss Louise, all of Auburn. 


Edward A. Snow 


RocHesTerR, N. Y.—Funeral services 
for Edward Augustus Snow, 69, who 
had been employed for the past 30 
years by the United Shoe Machinery 
Corporation, 60 Commercial Street, 
this city, were held in Binghamton, 
Monday, December 4. Death came to 
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him Friday, December 1, after a long 
illness. 

Mr. Snow, formerly head of the sole 
leather and counter departments of the 
Endicott-Johnson Corporation, Johnson 
City, came to Rochester to serve United 
in installing and repairing machinery 
throughout northern and western New 
York. 

Besides his wife, Mrs. Jessie Gill 
Snow, who lives at the family home at 
78 Columbia Avenue, Rochester, he 
leaves two sisters and two brothers. 


Thomas W. Broadwater 


ROANOKE, Va.—Thomas W. Broad- 
water, 53, president and manager of 
the Propst-Childress Shoe Company of 
Roanoke, died very suddenly recently. 

Mr. Broadwater was a native of 
North Carolina and came to Roanoke 
January 1, 1919, to take charge of this 
company, and had since continued in 
that capacity. He was a man of ex- 
cellent character, a fine merchant, hon- 
est and straightforward in dealings 
with others. His sudden passing is a 
great loss to his community and to the 
shoe business. 





Children to Get Shoes 


For Christmas 


OAKLAND, CALIF.—Over one thousand 
needy children will be given new shoes 
for Christmas as a result of plans being 
promoted by the Oakland Exchange 
Club. 

The club staged its second annual 
stage show dance on November 18, the 
proceeds of which will be used to give 
a children’s party December 17, at 
which every child will be fitted with 
new shoes and treated to a box lunch 
and a show. 

Last year the club sold 3000 tickets 
to their stage show dance, and supplied 
shoes for nearly one thousand children, 
and this year they are out to better 
that record. 


Johnson Miller-Jones Manager 


Fort ATKINSON, Wis.—D. S. Johnson 
is manager of the new Miller-Jones shoe 
store opened here, recently, at 89 North 
Main Street. The front of the new store 
has been modernized with red glass 
bulkheads. 


oe 


Henden Bros. Open 
Two Detroit Stores 


Detroit, Mico.—Max and Ben Hen- 
den, well-known shoe retailers in this 
territory, who operated Henden’s Shoe 
Store on Harper Avenue for five years, 
have returned to the city after an ex- 
tended vacation. They have opened two 
new modern family shoe stores, one on 
Linwood Avenue in the northwest sec- 
tion, of which Max is in charge, and 
one in Northville, Mich., westerly sub- 
urb of Detroit. Ben is in charge of 
the Northville branch. Both are known 
as Henden Brothers’ Shoe Stores. 


Celebrates Decade Selling 
For Hannahson’s 


HAVERHILL, Mass.—Harry Levenson, 
known as “Personality Harry” to the 
shoe trade, has 
just rounded 
out ten years 
of selling for 
Hannahson’s 
of Haverhill. 
Mr. Levenson 
has covered 
the States of 
New York and 
Pennsylvania 
for the firm, 
and will again 
be out in his 
territory with 
a new line of sandalized footwear im- 
mediately following the National Shoe 
Fair. 





Harry Levenson 


Ansonia to Open Miami Shop 


Miami BeacH, FLA—The Ansonia 
DeLuxe Shoe Corp. has leased the fine 
corner space at 455 Lincoln Road and 
will remodel at once. High style, me- 
dium-price merchandise will be offered. 

The operators are looking forward 
to having one of the most attractive 
salons in the Miami area and are mak- 
ing the 30 x 65-foot shop as modern 
as possible. Executive offices of the 
company are in New York. This is 
their first season in Miami Beach. 


Providence Retail Store Notes 


PROVIDENCE, R. I.—Boston Shoe 
Store, Inc., is now incorporated with 
Samuel Jonas as president and man- 
ager, replacing Samuel Spater, former- 
ly manager. 

The business, located at Olneyville 
Square, carries footwear for men, wo- 
men and children. Mr. Jonas is now 
planning a gift bar, made up of slip- 
pers, handbags and novelties, for the 
Christmas season. 

Milton’s Shoe Store, carrying a com- 
plete family line, recently opened at 
10 Olmeyville Square. It is owned by 
William H. McCaffrey and managed by 
Eugene Penoy, formerly with the Thom 
McAn and Enna Jettick organizations. 

Robert Yuffee is now manager at 
Elkins Shoe Store, succeeding Ben- 
jamin Miller, transferred to the man- 
agement of the company’s Worcester, 
Mass., store. 

Frank Barratt has been admitted to 
the firm of Health Footwear, Inc., 76 
Dorrance St., and J. F. McGoldrick, 
also of the firm, is now manager of the 
firm’s Worcester, Mass., store. Other 
members of the firm are George H. 
Cook and Charles H. Braun. 


In New Location 


Detroit, MicH.—Michigan Footwear 
Company is now located at 156 West 
Jefferson Ave., a short distance from 
its former location. S. H. Abrams is 
now sole proprietor. 
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Morse & Haynes Move 
To New Store 


SPRINGFIELD, MAss. Morse & 
Haynes, Springfield’s oldest retail shoe 
store has moved into its new home at 
1444 Main Street. 

Founded in 1865 as the “Great 
Family Shoe” under the ownership of 
O. D. Morse, it later became known as 
“The Central Shoe Store” catering not 
only to Springfield, but also to sur- 
rounding farming communities. 

In 1895 Frank R. Morse and Lincoln 
C. Haynes formed a partnership and 
began business under the name of 
Morse & Haynes. 

Mr. Haynes, vice-president, in No- 
vember marked the 59th anniversary 
of his connection with the concern. 

When he started working for O. D. 
Morse in 1880, Forbes & Wallace was 
the only department store selling shoes 
in Main Street. 

There was an interval after Mr. 
Morse’s death when Mr. Haynes and 
Frank Morse, son of the founder, 
worked for Broadhurst Brothers, who 
bought the business from the estate, 
but later the two went into business 
for themselves, using the same name by 
which the concern is known today. 


Expand Size Range 

DENVER, CoLo.—As a result of the 
changes in women’s feet, growing de- 
mands for larger shoes have induced 
the shoe department at Gano-Downs to 
carry shoes in greater size ranges to 


satisfy their customers. Where here- 
to-fore the general stock beyond size 
eight was not in demand, at the present 
time that size is inadequate to the need 
of many purchasers. 

This change is explained in the 
change of women’s activities. So many 
women are now active in business and 
in sports where formerly home activi- 
ties sufficed. False pride in tiny feet 
is a lost vanity in the modern view 
point of women and the once popular 
size three is seldom called for, accord- 
ing to the record at Gano-Downs. 
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SALESMEN WANTED 


SALESMEN WANTED 


WANTED TO PURCHASE 











appliances and live in the territory. 


opportunity for substantial earnings. 





SALESMEN 


Do you want to join a sales force where the men are happy in their work 
and changes are rare? Our 1940 expansion program calls for two good men; 
one for the New York-Pennsylvania territory and one for the states of Iowa, 
Illinois, Wisconsin, Minnesota and the two Dakotas. 
EXPERIENCE SELLING THE DEALER, know how to fit and talk our 


Remuneration is strictly commission, payable each week, with excellent 


If you are a hard worker, good salesman, honest, sober, and looking for a 
permanent position where you can be happy in your work, write Mr. Scott, 
giving complete information about yourself, including age, weight, experience 


and references. SCOTT FOOT APPLIANCE CO., Omaha, Nebraska. 


MUST HAVE ROAD 


Buyers of Surplus Stocks 
We will buy or entire stocks of shees 
from manufaturers, er retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 














S ALESMAN wanted to handle line of ladies’ 
and men’s leather sole slippers and ladies’ 
leather sole sandals to retail from $1.00 to $2.00. 
Good opportunity for man with a large following. 
In answering, state territory you cover. Address 
£524, Care BOOT & SHOE RECORDER, 239 
West 39th Street, New York, N. Y. 





S ALESMEN wanted for Ohio to travel for 
the largest old established wholesale house 
in the Middle West carrying shoes in stock 
for the entire family, on commission. Must 
have car and established following and suc- 
cessful sales record. No other applications will 
be considered. Forward late snapshot and ref- 
erences with application. The Charles Meis 
Shoe Co., Cincinnati, O. 





WANTED: Salesmen to carry as side line 
fast line children’s stitched down and 
cement process shoes. Commission only. Florida, 
Georgia, North Carolina, South Carolina, 
Texas, Oklahoma, Virginia, West Virginia, 
Pennsylvania. Chester Yard Shoe Company, 
3419 Busser Street, St. Louis, Mo. 





POSITION WANTED 


Foot SPECIALIST—experienced shoe sales- 

man, pleasing personality; good a rance; 
desires office space in store in ex ge for 
sales work. Address $516, care Boot & Shoe 
+ a 239 West 39th Street, New York, 








S HOE Buyer and Manager. Over 15 years’ 
experience specialty and chain department 
store work. es getter and successful 

mel. A-l references. R. 
. Lockwood, Chicago, Til. 





A REAL opportunity to hire a sincere shoe 
** Merchandiser. He is young, alert and well 
informed and has had 18 years’ exnerience and 
bog in the = merchandising field. Knows 

¢ ing markets, energetic sizes proportion, 
po ne window trims. Could be used by 
retail merchant or manufacturer. Irving Zom- 
mick, 6023 Chestnut St., Philadelphia, Penna. 





LINE WANTED 


| HERE is your opportunity to obtain the 
services of one of the best known shoe 
salesmen in Ohio. Want line of women’s 4 
and 5 dress shoes, or outstanding line of sport 
shoes to sell at $4 and $5. I have the cus- 
tomers; have you the line? Charles . 
en 419 E. Oakland Avenue, Columbus, 
io. 








HELP WANTED 


O PPORTUNITY —In Massachusetts — with 
nationally known Retailer-Manufacturer, for 
assistant to Stores’ Controller-Supervisor. Ap- 
plicant must have retail experi » preferably 
men’s shoes, also training and ability to handle 
accounting and make reports. Proper person- 
ality for inside and outside contacts; Age 25 
to 35; Personal data sheet will be sent to quali- 
fied —em. Address $522, care Boot & 
Shoe Recorder, 140 Federal Street, Boston, 








OPPORTUNITY WANTED 


E XPERIENCED Shoe Retailer of best repu- 
_ tation wants to get into good paying enter- 

prise as partner; Will invest up to 35 000 and 

services. Give details first letter. Correspon- 

dence confidential. Address $523, care Boot & 

me 4 oe. 239 West 39th Street, New 
ork, N. Y. 








Transferred as Manager 


DatLas, Texas—H. F. Griffith, assis- 
tant manager of the Austin Shoe Store, 
in Dallas, was moved to Laredo, Texas, 
a short time ago to become manager of 
the new Austin Shoe Store at that 
place. 


WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also randed Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preseryer, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn-Bush, Etc. 
IRVIN RUBIN 
“The House of Jobe”’ 
88 Reade St., Cor. Church 
Phone Barclay 7-7887. New York City 











SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 


BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180-518! 











MERCHANTS’ NEEDS 











Or 


FIT-FLASHER 


< MARKL/P 











mum charge, 75 cents. 
address should be counted. 
Classified advertising is payable in 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 
The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 

advance. 


SF Advertisements for this page must be in our New York office on Friday of the week preceding publication. “38 
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MERCHANTS’ NEEDS 


| MERCHANTS’ NEEDS 








WHERELL WE STAY IN ST. LOWS ?| 








Hotel Lennox 
DOWNTOWN, GOOD PARKING, 
REAL FOOD AND SERVICE. 














The Complete Line of 
SHOE 


ORNAMENTS 
AND Sars 


Buttons and 

Manolis Manufacturing Co. 

4248 Ne. Crawford Ave.. 
Chieage, til. 











lietailers Look for Better 
Christmas Season 


MILWAUKEE, WIs.—As in past years, 
snoe dealers in many Wisconsin cities 
ave again staging intensive Christmas 
pcomotion campaigns. With business 
c nditions on the upgrade and farm in- 
¢ome in many Wisconsin counties show- 
ing an increase over last year, shoe 
n erchants anticipate a holiday business 
exceeding that of 1938. 

In at least a dozen Wisconsin cities 
last year, shoe retailers co-operated in 
promoting a Santa Claus parade with 
free candy for the youngsters. In 
Whitewater and Kewaskum, Santa ar- 
rived via airplane. In all the towns, 
the old gent’s arrival was the signal 
for an influx of thousands of young- 
sters, accompanied by their parents, 
fiom the surrounding trading area. 

Northside Green Bay merchants, in- 
cluding Smits & Van Boxel, shoe firm, 
offered five free dances during the holi- 
day season with tickets available for 
the asking from participating mer- 
chants. 

To keep Christmas buying within the 
city, Muscoda stores staged a “Know 
Muscoda Merchants” contest with 46 
prizes totaling $100 awarded to shop- 
pers making purchases in the greatest 
number of stores the greatest number 
of times. Participating in this cam- 
paign was A. H. Reetz and Garner’s, 
shoe retailers. 

In Fond du Lac, the retail merchants 
bureau of the association of commerce, 
which numbers shoe dealers among its 
members, arranged for four free park- 
ing lots for shoppers identified by flags. 
Custodians provided by the city street 
department were in charge of the lots 
from noon until 4:30 P. M. The asso- 
ciation of commerce also provided a 
test room at its headquarters for out- 
of-town shoppers, which was open from 
8 A. M. to 6 P. M. 


Triples Shoe 
Department Space 


TuLsa, OKLA.—Tripling its space and 
stock in the shoe department, the Wil- 
liams Apparel Shop went through its 
28rd expansion. New displays and ar- 
rangements of windows and bekgrounds 
and two new lines of women’s shoes 
have been added. Both are exclusive. 
Other lines also are to be carried. The 
department is under the managership 
of Ed Daniels. 


N.S.R.A. Annual Meeting 
January 3 

Cuicaco, ILtt.—On Wednesday, Jan. 
8 of the National Shoe Fair at the 
annual meeting of the National Shoe 
Retailers Association to be held at 
12.25 noon in the grand ballroom of 
the Stevens Hotel, Frank M. Mayfield, 
chairman of the Economic Advisory 
Committee of the National Retail Dry 
Goods Association, and Carroll Wilson, 
of the Department of Foreign and Do- 
mestic Commerce, Department of Com- 
merce, Washington, D. C., have accepted 
invitations to address this meeting. 

Mr. Mayfield is chairman of the com- 
mittee of 36 leading retail executives 
throughout the United States appointed 
by the National Retail Dry Goods Asso- 
ciation for the purpose of defending 
retailers against. unjustifiable charges 
during the period of emergencies that 
may arise from being branded as 
profiteers. 

“We remember,” said Mr. Mayfield, 
“the ‘Buyers strikes’ caused by well- 
meaning but uninformed federal offi- 
cials, creating the impression retailers 
were profiteering. We wish to avoid a 
repetition of those experiences. 

“Please let me emphasize that we are 
not opposing all price increases. Many 
are necessary and advisable, but if we 
eliminate speculation and do what we 
can to keep the advance orderly, we 
will have accomplished our purpose. 

“We know also that a balance must 
be preserved between prices of con- 
sumer goods and wages or consumer 
income. If the commodity prices in- 
crease too fast, a curtailment of the 
ability of the public to buy will follow 
and our business will suffer.” 

Mr. Mayfield is also president of 
Scruggs, Vandervoort & Barney, Inc., 
of St. Louis, and president of Denver 
Dry Goods Company, Denver, Col. He 
is one of the outstanding store execu- 
tives in the United States and his 
leadership has been recognized by the 
NRGDA in appointing him chairman of 
this very important committee. His sub- 
ject will be of tremendous interest to 
retail merchants as shoes in “World 
War No. 1” were one of the articles 
of wearing apparel that was constantly 
under pressure and observation by the 
government on price controls. 

Carroll Wilson, of the Department of 
Commerce, is intimately acquainted 
with the retail problem and is familiar 
with the circumstances surrounding 
price increases. 


No Mis-Mates with Mate Marks 
2450 2450 2450 





- - AND CARTON 


° . : 
| Gus V. Wells—686 45th—Des Moines, Ia. 
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SO YOURE GOING TO 
ST. LOUIS! STAY AT 
Hotel kennox 
ITS RIGAT DOWNTOWN 
GOOD PARKING AND 
LA LAL La 





Three Patents Issued to Vamos 


New York—Alfred Vamos, the in- 
ventor of stretchable leathers and fab- 
rics made with “Lastex” yarn, an- 
nounces the issuance this month of 
United States patents covering his 
invention. 

Following the original introduction 
of the Vamosized stretchable shoe by 
I. Miller & Sons in the Spring of 1938, 
this novel type of footwear has had a 
rapid and even sensational growth in 
popularity and, in the opinion of Mr. 
Vamos, the patent protection now ac- 
corded for the idea will materially aid 
its further development. 

Three patents have been granted this 
month—two issued to Mr. Vamos the 
first covering shoes employing elastic- 
ized materials in the instep and the 
second covering the Vamos method of 
elasticizing shoe fabrics. A third pat- 
ent issued to Edward F. Roberts covers 
an elasticized shoe so constructed as 
to eliminate wrinkling across the fore 
part of the shoe according to the claim 
of the patentee. In addition to the 
above patents other applications are 
pending dealing with both elasticized 
leather and elasticized shoes. 

All the above patents and applica- 
tions have been assigned to the United 
States Rubber Company, for whom Mr. 
Vamos acts as agent in the distribu- 
tion to the trade of shoe materials made 
with “Lastex” yarn. 


Celebrate New Store-Front 


Kokomo, INp. — Pedigo’s Quality 
Boot Shop, Inc., 214 North Main Street, 
celebrated the completion of their new 
store-front and other modernization of 
their quarters with a 15-day Celebra- 
tion Shoe Sale. The changes include a 
new and modern lighting system, the 
fluorescent daylight light. 





